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A THREAT TO RECORDS? 


New System May 
Revolutionize 


Tape Industry 


It’s been a rumor for two years but now 
it’s a reality—a new system which uses 
tape as narrow as the strip of cellophane 
you pull off a cigarette pack. see page 2 


Service on the Street? 

In Chicago this dealer built both service 
and sales business by moving his repair 
department into the window. see page 11 


For a Time It Looked 
Like a New Civil War 


But Minnesota dealer Hardy Rickbeil has 
agreed to pay tax on sales he “initiates” 
in Iowa and the Hawkeye officials have 
released the truck they seized. Rickbeil 
isn’t happy but the war’s over. see page 4 





This Appliance Dealer 
Helped Save A City 


Like retailers in many another community, 
Claude Wolfe saw his business being 
threatened by traffic congestion in his home 
town—Orlando, Fla. Here’s how Wolfe 
and a group of fellow merchants solved 


their problem. see page 16 
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That was the question 


a year ago. But last week it also became 
apparent that, just as we had predicted... 


New Credit Plans 


Pose New Problems 
For Bankers, ‘Too 


Check credit can work; charge credit is a 
tougher proposition. 

That was the majority verdict at last 
week’s American Bankers Assn. National 
Installment Credit Conference. Still, there 
were dissenters among the 1,750 ABA mem- 
bers who swarmed into Chicago’s Conrad 
Hilton Hotel—men who didn’t believe either 
plan was workable, profitable or ethical. 
Growled one: “Bankers are like sheep. Two 
big boys do something and they all have to 
ry. 9” 

In short, the picture hasn’t changed much 
since June, 1959, when ELECTRICAL MER- 
CHANDISING last examined it. Most bank- 
ers like the check credit plan, but take a 
dimmer view of charge credit systems. A few 
bankers—and plenty of merchants alike— 
agree both systems are probably here to stay. 


Happy bankers talked loudest. In that cate- 
gory are the Bank of America and Chase 
Manhattan, both of which have charge plans 
off and running; Security First of Los An- 
geles, First of Boston and City National of 
Kansas City, which are pleased with their 
check credit plans; and Franklin National of 
Garden City, N.Y., which offers both kinds 


of credit. These banks all claim lower or 
equal loss ratios, and—wherever there has 
been enough time—equal or better profits 
than the conventional, personal loan business. 


Unhappy bankers were fewer, at least in 
public, but there were some. City Bank of 
Milwaukee—a pioneer in the field—dropped 
its charge credit plan just weeks before the 
conference, and other bankers had their 
doubts about not only potential profits (over- 
rated), but the ethical and moral position of 
the credit plans as well. 


Fence-sitters were numereus. Typical is the 
First National Bank of Oklahoma City which 
looked at charge plans good and hard, found 
no one making a profit, but did find a possible 
conflict with big department store depositors. 


Charge credit drew the heaviest fire at the 
conference, especially from banks which 
haven’t adopted the system, and probably 
won’t. Only three bankers among 100 present 
at one session had charge credit plans and all 

three admitted their profits were minimal. 
We find the system satisfactory, but 
Continued on page 3 













EAST’. . . DETROIT—“We really 
expected business to take off in 
January, but some one forgot 
to say ‘go,’” is the way Ed Ad- 
ams of Adams Appliance Center 
sums up the current sluggish- 
ness in this area’s appliance 
business. Though business is 
running about the same as the 
first quarter of 1959, dealer 
budgets are generally down be- 
cause anticipation of the “gold- 
en sixties” caused them to 
overestimate first quarter sales. 

Hotpoint Appliance’s Bill 
Richter says a Jamaican cruise 
promotion-contest during the 
first three months has proved a 
lifesaver—he blames. current 
bad weather for part of the 
sales slump. Federal Depart- 
ment Stores are still trying to 
get at the reason for spotty 
sales that seem to rise one week 
and fall the next. Home laun- 
dry and refrigeration are moving 
well, with TV still a good money- 
maker. Free-standing range 
sales, however, have dropped off 
terrifically for local dealers, who 
are working through the Mich- 
igan Appliance Dealers Assn. to 
stop price-cutting to builders 
on built-ins. 

Sunday closing now has the 
full energies of the MADA be- 
hind it, the organization press- 
ing for state legislation on this 
matter. 


SOUTH CHATTANOOGA— 
Badly bruised dealers are pick- 
ing up the pieces after one of 
the roughest first quarters in 
years. January was slow ... 
February struck a slight retail 
spark ... then came March and 
an unbroken string of dead 
days. 


At the bottom of it all were 


weather and wariness. This 
year’s snowfall came within a 
few flakes of an all-time record. 
Lunch-counter sitdown strikes 
by Negroes brought first ten- 
sion, then trouble, keeping con- 
sumers on their guard and at 
home. 

In a masterpiece of poor tim- 
ing, metropolitan merchants 
poured $200,000 into a promo- 
tional pot to draw the people 
into the city with a week-long 
“downtown days,” then watched 
and listened in sheer frustation 
as the sitdown strikes came off 
that week and police officials 
took to radio and TV to urge 
the public to stay away. And 
the public did. 

Advertising had dwindled, as 
dealers, distributors and the 

' utility cut their schedules, un- 
willing to flog an unconscious 
horse at current media prices. 
All faces are turned toward 
spring, though little outright 
optimism is lighting them. 

At the cash register, middle- 
line laundry was showing some 
life at retail, as were over-20 
freezers at wholesale. Stereo 
was licking the merchandising 
hand that knew how to feed it, 
and biting the rest. Ranges 
were very soft, refrigerators 
spotty. 


MIDWEST . .. OMAHA—Appliance 
sales here have been snowed 
under by the year’s-fall which 
is already nearing 60 inches. 
For most of March, rural roads 
and city streets have been im- 
passable. The Associated Re- 
tailers Assn. spring heralding 
of Omaha Day was postponed. 
And so were special sales usually 


Some blame it on the weather, others on racial unrest and strikes, 
but appliance-TV business hasn’t been good in EM Week’s survey. 


held by most appliance dealers. 

“Weather? you can’t buck it,” 
said Mike Lewis of Sol Lewis 
Co. His company had advertised 
some appliances at factory 
prices and got poor response. 

So merchants continue to 
hope that the spring and busi- 
ness thaw are around the 
corner. 

The weather has produced a 
squeeze for Paramount Radios 
which had planned a March 
opening of a new $500,000 sub- 
urban store. But completion is 
still months away, and the 
lease at the downtown store 
annex has run out. “Got to 
move from one but we can’t get 
into the other,” complained a 
spokesman. 


SOUTHWEST... LITTLE ROCK— 
Rain, sleet and ice smothered 
sales this month in the appli- 
ance business. But with the ar- 
rival of warmer days at mid- 
month the tempo began to pick 
up, according to some retailers 
and distributors. And prices in 
all lines were holding near list 
levels. 


W. F. Ogilvie, manager of 


Orgill Brothers-Arkansas Co., 
the Admiral distributor, an- 
nounced that his company 


would begin this month an ad- 
vertising and open house pro- 
motion extending into May. 
Featured item: Admiral’s new 
19-inch wide-angle television 
set. 

Arkansas Louisiana Gas Co. 
and the Borg-Warner Corp. re- 
port a successful sales cam- 
paign promoting Norge dryers. 
The promotion was based on 
newspaper ads with coupons 
worth $10 on the purchase of a 
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dryer. Installment payments 
were arranged through the 
utility. Whatever else’ the 


weather was, it was an almost 
daily ad for automatic clothes 
drying. 


WEST. . . PORTLAND—tThe four- 
month strike of newspaper 
unions forcing two daily papers 
into a combined Oregonian-Or- 
egon Journal edition has hurt 
appliance business here, but 
how much most appliance deal- 
ers are not sure. Harold Kelley 
has no doubt it’s a lot, both 
because the double ad rate of 
the combined paper halves his 
advertising budget and because 
of the effect of the union’s sub- 
scription cancellation campaign. 
Kelley and George Smith of 
Smith Home Furnishing both 
report surprise at the pulling 
power of ads in the weekly 
paper published by the striking 
unions. Petrie’s, in a near 
downtown location, has switched 
advertising to TV with no im- 
mediate effect, but reports slow 
upturn in color TV sales. Vern 
Wenger, whose radio-TV clien- 
tele goes back to crystal set 
days, reports steadily growing 
color business from direct mail 
promotion with an old customer 
list. He has never depended on 
newspapers. Portland’s home 
show, ending March 20, drew 
60,000, pleasing Westinghouse 
and Portland General Electric, 
joint sponsors of the featured 
Gold Medallion model home. 
Meier and Frank Department 
Store did good business out of 
the home’s kitchen, but other 
appliance dealers were doubt- 
ful of any direct business re- 
sults. 





Will Tapes 


Tape manufacturers have taken 
the step that puts them in the race 
with records and phonographs for 
the mass music market. Last week 
it was clear that they have junked 
what they had and started over. 


They introduced the tape system 
that’s been rumored for two years. 
The tape is as narrow as the strip 
you pull off a pack of cigarettes. Its 
1/7 of an inch wide compared to the 
44-inch width of “old” tape. It is 
reeled inside a single hole cartridge 
no bigger or thicker than a single 
slice of sandwich bread; 3% inches 
square and 5/16 inches thick. There 
are three tracks on the tape, each 
of which will carry 64 minutes of 
monophonic sound. In stereo, the 
tape plays 64 minutes, providing a 
true third channel. 

The tape runs at a very slow 1% 
inches per second in a comparative 
demonstration at the Institute of 
Radio Engineers convention in 
New York, yet delivered fidelity as 
high as the quality demanded by the 
15-inch per second of the audio- 
phile. That means 50 to 15,000 
cycles per second to sound bugs. 


Eliminate Records? 


What do you play it on? The tape 
player used in the demonstration 
was a laboratory sample no bigger 
than a console stereo. But more 
important, the tape deck—which a 
phono owner might want to drop 
into his phonograph—was no bigger 
than a conventional record changer: 
About 13% inches long and 9% 
inches wide. 

On a single spindle, you stack five 
cartridges—five hours of music. 
There’s no threading. The machine 
automatically feels for a leader in 
the corner of the cartridge, grabs 
it, pulls the tape across tiny heads 
on to a take-up reel and feeds it 
back—in 20 seconds—when the tape 
has played through. You can reject 
a tape at any point in the playing 
as you can conventional records. 





The system is the brainchild of Dr. 
Peter Goldmark, president of CBS 
Laboratories. He fathered the LP 
record back in the 40’s. He was 
commissioned this time by Minne- 
sota Mining & Manufacturing Co., 
the tape-makers. 

MMM owns the patents on the 
head and have so far licensed three 


companies to make machines. One 
of these is Zenith which bilaterally 
announced that it will market the 
new system by 1961, that all its 
consoles produced after June, 1960, 
will have provision for plugging in 
the new deal and that many of its 
current stereo-phonos and combos 
already have such a provision. No 
prices were discussed by anyone. 

MMM will license anyone, but 
the price was reportedly high. 

MMM spokesmen said they be- 
lieve that the new system will put 
tape within 20% plus or minus of 
the cost of records and that decks 
can be competitive with record 
changers. Herbert P. Buetow, pres- 
ident, said MMM is constructing a 
duplicating facility in St. Paul 
which will translate any record 
company’s master tapes to the new 
system. Columbia is expected to be 
among the first to go along. 

Later, the IRE saw a magnetic 
tape recorder that automatically 
changes tape cartridges developed 
by Marvin Camras of the Armour 
Research Foundation. It is compat- 
ible with millions of existing tape 
recorders. 





THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.S.T.) 

6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday) 

11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 

10 P.M. (NBC) Steve Allen 


TUESDAY 
8:30 P.M. (NBC) Ford Startime 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 
9 P.M. (NBC) Perry Como 


FRIDAY 
8:30 P.M. (NBC) The Bell Tele- 
hone Hour 
9:30 P.M. (NBC) 
Party 


Masquerade 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) Sunday Showcase 
9 P.M. (NBC) Dinah Shore 
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New Credit Plans Bring 
Problems to Bankers, Too 


it brings us a pretty modest re- 
turn,” explained a spokesman for 
Chicago’s Pullman Bank. Texas 
Bank and Trust Co. of Dallas offered 
its charge credit plan for nearly five 
years before it began to show a 
profit. “During the first couple of 
years we dropped some good mon- 
ey,” explained the bank’s Waiier 
Browning. ‘“We’re just getting into 
the black now.” 

Bluntly against charge credit was 
Robert Nyere, vice president of the 
mighty First of Boston—first in the 
country to offer the check credit 
system. Said Nyere, “We looked at 
charge credit twice and we turned 
it down twice. It’s a case of too 
much effort and not enough profits.” 


The Hilton buzzed with comment 
that even the Bank of America and 
the Chase Manhattan would like to 
ease out of the charge credit picture 
—and for the same reasons the 
other banks are shying away from 
the idea: Profits are low and the 
effort is too great. 

A. F. Wagele, a Bank of America 
vice president, didn’t exactly sub- 
stantiate the rumors, but he didn’t 
make much of a case for the charge 
credit system either. The bank’s 
nearly year-old credit system isn’t 
showing a profit, Wagele conceded, 
and it’s a big dollar eater in people, 
machinery and promotion. ‘Long 
term” is Wagele’s explanation. 


Wryest comment of all came from 
one midwestern banker who said, 
“Sure the Bank of America is in the 
red and the Chase Manhattan 
dropped a million last year. They’ll 
still make it go, but you won’t find 
me in it.”” What he meant was that 
only banks with big, big assets and 
lots of time can really click in the 
charge credit field. 

A Chase Manhattan spokesman 
said the million dollar figure was 
“way off,” but conceded that the 
plan was still not in the black. 


Bearing out this pessimism was Ed- 
ward J. Frey, chairman of the 
ABA’s Installment Credit Commis- 
sion, who quoted some revealing 
figures at one of the conference’s 
early sessions. 

His report showed 391,597 check 
credit accounts approved and 345,- 
385 in use. Total available credit to 
these is over $300 million of which 
under $200 million is in use. Charge 
credit accounts, on the other hand, 
total only $32 million. All told, both 
revolving check credit and charge 
card plans amount to just 2.3% 
of total bank installment loans. 
These innovations have been in use 
for about seven years. 

A different note was sounded by 
Hubert J. Horan MUI of the Broad 
Street Trust Co., Philadelphia. Ho- 
ran, in a bull session during the 
meeting, asked some general ques- 
tions concerning the philosophy be- 
hind the easier—or at least simpler 
—credit, saying “Aren’t we going 
too far?’ General consensus of the 
answers to his question was that 
this was the kind of credit people 
wanted, it worked fine, and if care- 
fully watched, ran little risk of de- 
moralizing public attitudes toward 
money. 


CONTINUED FROM PAGE | 


Horan subsided in the bull ses- 
sion, but plainly and _ forcefully 
made his point—and a lot more— 
afterwards. “In the first place, these 
plans aren’t profitable, no matter 
what they say,” he charged. “In ex- 
perience at two banks, I have been 
in on the details of two mergers in 
which we inherited such plans— 
and detailed analysis of those two 
demonstrated that profits were 
shown because many expenses, 
even salaries, were not charged 
against the plan properly.” 

Horan just plain does not believe 
that the pictures—individually by 
bank or collectively by industry 
spokesmen—are as rosy as they’re 
painted. 


His viewpoint is backed by G. 
Schuyler Blue of Indianapolis 
American Fletcher National Bank 
who in the course of explaining a 
monthly review sheet used in con- 
junction with his bank’s check 
credit plan, said he thought many 
banks’ figures were inadvertently 
loaded. 

“We reviewed our accounts in 
detail, and found many were with- 
drawing money—writing checks— 
to make the payment,” he said. The 
consequences at American Fletcher 
were at least two: The bank started 
monthly reviews, is now terminat- 
ing % of 1% of the accounts a 
month. 


Several bankers present cited ex- 
amples of being asked to bail people 
out of check credit plans, Horan be- 
ing one of these. The First Wiscon- 
sin National Bank of Milwaukee has 
had people drop the plan “because 
it was too easy to use.” 

And from the formal speakers’ 
rostrums came more than one clari- 
on call to the conservative colors. 
Casimir A. Sienkiewicz, who heads 
the ABA’s Committee for Economic 
Growth Without Inflation, is a good 
example. He said: “It seems to me 
we ought to scrutinize these inno- 
vations searchingly before we get 
too deeply involved in them. We 
need to satisfy ourselves that they 
do not violate traditional standards 
of sound bank lending and that 
they are not at variance with sound 
monetary and credit policies.” 

And concerning check credit: “In 
practice, by repeated borrowing he 
(the borrower) can maintain his 
indebtedness at or near the limit, 
so that the plan may become vir- 
tually a perpetual loan scheme.” 
Sienkiewicz also pointed out that 
such plans have never been tried 
by serious business downturns and 
that now, in time of tight money, is 
not the time to encourage and stim- 
ulate consumer borrowing. 


Boiled down, it was obvious that 
bank consumer credit is not much 
more important to retailers than it 
was nine months ago. In areas 
where the banking giants are put- 
ting both cash and effort on the 
line, at least partly for prestige rea- 
sons, the effects might be consider- 
able, but not all bad. 


In most areas, the bank plans are 
blue-chip and gold-plated, aimed 
deliberately at customers who would 
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MISS ELECTRIC HEAT demonstrates both industry goals and controls. 


Electric House Heating Growing 
But What’s in It for the Dealer? 


From one point of view, electric 
house heating came of age in Chi- 
cago last week with the opening of 
the National Electric House Heating 
Exposition and Symposium in the 
Hotel Sherman. An all-under-one- 
roof show, the exposition drew over 
1,500 trade visitors and 74 exhibi- 
tors. 

Figures also indicated a certain 
maturity, or at least a healthy ado- 
lescence. C. F. Kreiser of Edwin L. 
Weigand Co. and NEMA’s house 
heat section chairman, counts 850,- 
000 electric homes today, says there 
will be 100,000 more this year, and 
6 million working by the end of 
the ’60’s. 

Of today’s 850,000, 450,000 are 
new homes; 400,000 are conversions 
from other heat systems. 


Four main groups were holding 
hands in Chicago. The utilities, the 
manufacturers, the contractors and 
the electric supply wholesalers, all 
presenting a united front, according 
to three wholesalers, who spoke. 
With a shot at a market that prom- 
ises to beat the 1938 influx of fluo- 
rescent lighting, these gentlemen 
politely, but firmly, included major 
appliance people out. 

W. C. Wallis of Southern Supply 
Co., Jackson, Tenn., made the posi- 
tion quite plain when he said “in 
our area, several major appliance 
distributors tried ‘it and gave it up 
because they couldn’t do the job.” 
H..C. Blumberg of Cadillac Electric 
Supply, Detroit, quoted an “indus- 
try report” to the effect that Mid- 
west distributors accounted for 


selling 23% of the heating jobs. He 
didn’t say whether they were direct 
sales or through normal channels. 


Some manufacturer support for this 
position was evident when Lowell 
R. Mast, director of engineering, 
Electromode division of Commer- 
cial Controls Corp., said, “Electric 
space heaters are not appliances 

. not a bargain counter item... 
should not carry the idea of cheap- 


ness ... must be installed prop- 
erly.” 
Mast said that heater annual 


hours of use are greater than any 
other home appliance; that life ex- 
pectancy should be longer than most 
other home appliances; that heaters 
are subject to greater variation in 
use than other home appliances. 


Tribute to utilities was the order of 
the day. Speakers pointed out that 
heating rates were near-necessities 
to the extension of the market. 
Much was made of the balance elec- 
tric heating can bring to utilities, 
now weighted with summertime 
cooling loads. 


Utility spokesmen made it clear that 
this was no surprise to them. In- 
deed, it would appear that utilities 
have been spearheading the idea all 
along, admittedly with the summer 
load imbalance in mind. At least 
one industry observer, recalling the 
occasional reluctance shown by 
utilities toward the air conditioning 
load, in the first place, found this 
new interest in heating very in- 
teresting. 





only put a chattel mortgage into a 
bank’s hands anyway—like Syra- 
cuse, N.Y., where the Lincoln Na- 
tional Bank and Trust Co., a $125 
million bank, has just $600,000 in 
approved consumer credit lines, of 
which just $400,000 are in use. Lin- 
coln National has been working at 


it for four years. Or like a Dallas 
bank with five years experience and 
just 3% of its total consumer loans 
in check plans. 

This bears out a definitely un- 
bankerish comment by a fence- 
sitter: “Why all the fuss? They’re 
talking about peanuts.” 
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To Pay Or Not to Pay the Tax 


In snow-covered Worthington, 
Minn., last week, the question 
was resolved for at least one 
appliance dealer 


Iowa’s state tax commission ap- 
parently had won the marbles in its 
private war with F. Hardy Rickbeil. 
While Rickbeil glumly pondered the 
future, a tax commission auditor 
was in his store scouring sales’ rec- 
ords over the last five years. 

“Everything’s calmed down, 
everyone’s speaking in friendly 
terms again,” Donald Cunningham, 
Iowa sales and use tax director, said 
triumphantly in Des Moines. 

Back in Worthington, though, 
Rickbeil wasn’t so sure. “I guess 
we’re going to have to pay some 
taxes now,” he moaned. “It’s going 
to mean an awful lot of trouble.” 


Iowa fired the war’s first shot on 
March 5 when the state served Rick- 
beil with a $13,000-bill covering 
$10,000 in unpaid Iowa state use 
taxes and $3,000 interest. 

The clincher came five days later 
when an Iowa county sheriff seized 
and impounded one of Rickbeil’s 
trucks, carrying a used sink to a 
Sibley, Ia., customer. The truck was 
still sitting in the Osceola County 
jail yard last week and the customer 
was still waiting for his sink. 


Basis of the fight is that Iowa has a 
2% sales tax, Minnesota has none. 
Worthington is just 10 miles from 
the Iowa state line and plenty of 
Rickbeil’s customers come _ from 
towns inside Iowa. 

While the Iowa tax commission 
mourned over lost use tax money 
and some Iowa appliance dealers 


mourned over lost business, neither 
could do a thing so long as Rick- 
beil’s sales originated and were con- 
sumated in Minnesota. Following a 
U.S. Supreme Court ruling (Miller 
Brothers vs. Maryland), Iowa could 
not collect the use tax on purchases 
made by Iowa residents who en- 
tered Minnesota unsolicited, bought 
something from Rickbeil and car- 
ried it back into Iowa. The principle 
here is that a state can’t collect a 
use tax on purchases that originate 
and were consumated in another 
state. 


The big change came a year ago 
when Rickbeil extended his opera- 
tion to carpeting and plumbing. 
When his employees began entering 
Iowa on estimating jobs, the tax 
commission decided. it finally had 
a case. 

The commission leafed through 
its law books and came up with 
another Supreme Court ruling— 
General Trading Co. vs. Iowa— 
which permits a state to collect a 
use tax on sales that originate with- 
in the state, even though the seller 
is an out-of-state party. When he 
sent his estimators into Iowa, the 
commission ruled, Rickbeil was so- 
liciting business in Iowa. Hence, 
those sales were subject to Iowa’s 
use tax. 

That $13,000-bill is only an esti- 
mate of what the commission thinks 
Rickbeil owes. The final bill will be 
determined by the auditor on the 
basis of Rickbeil’s Iowa sales during 
the past five years. And it will 
probably be a good deal less than 
$13,000. How much less, the tax 
commission won’t say. 

In Rickbeil’s opinion, though, “It 
can’t be much. Until 1959, most of 


our sales were consumated in Min- 
nesota. We'll only have to pay a 
tax on our carpeting and plumbing 
jobs because they originated in 
Iowa.” 


Rickbeil fought back when he got 
the bill. He fired off pleas to Gov- 
ernors Orville Freeman of Minne- 
sota and Herschel Loveless of Iowa. 
But both ignored him. 

“We hollered about the treatment 
we were getting,” Rickbeil said 
later. ‘We weren’t doing a thing 
that hadn’t been done many times 
before.” 

Iowa’s answer to his complaint 
was to seize the truck and its cargo. 
Both wil be returned when the 
final peace is made. ‘“‘When you run 
into resistance like this you have to 
use all the authority you have,” 
Cunningham declares in defending 
the seizure of the truck. 

Cunningham is more vague about 
who actually blew the whistle on 
Rickbeil. ‘“Let’s say it was a sub- 
stantial number of merchants in 
Iowa towns who were competing 
with Rickbeil.’”’ Rickbeil is less 
vague: “Some of those Iowa dealers 
are pretty competitive. I guess you 
can’t blame them, but Worthington 
is the big town around here and its 
natural for people to come to me.” 


The war is over for Rickbeil, but 
plenty of headaches lie ahead. Last 
week, he applied for an Iowa use 
tax permit which will allow him to 
collect the 2% tax on all sales orig- 
inating in Iowa. He will get the per- 
mit when the audit is completed 
and the tax bill is settled. 

Under Iowa law, Rickbeil is ex- 
pected to collect this back tax 
money from his customers. Actu- 


ally, he will pay it out of his pock- 
et. He explains, “Can you imagine 
me collecting the tax from someone 
on a sale I made a couple of years 
ago?”’ 

Then, so he can continue operat- 
ing in Iowa, he will apply for an 
Iowa contractor’s license. 


Rickbeil’s problems still won’t be 
settled when he does get the use tax 
permit. It will be up to him to de- 
termine where every sale origi- 
nates. And, as he’s learned already, 
that can be tricky. If he decides the 
sale originated in Iowa, he must 
then collect the 2% use tax. But if 
he thinks the sale originated in 
Minnesota, he can skip the tax. 
Whatever he decides, though, he 
must be right or the Iowa tax com- 
mission will rush to his doors again. 

“I guess,” he admits sadly, “we’ll 
just have to keep making the deci- 
sions as we go along. I sure hope 
we guess right.” 

And in New York, on the basis of 
a limited briefing of the facts in 
Rickbeil’s case, James J. Bliss, coun- 
sel for the National Retail Mer- 
chants Assn., commented: “Seems 
like a high-handed way of carrying 
on the business of collecting reve- 
nue.” é 

NRMA’s philosophy in these tax 
matters, according to Bliss, is that 
unless a business is regularly car- 
ried on in the state seeking to 
apply the tax, it’s an encumbrance 
to interstate commerce and—espe- 
cially—a headache to the out-of- 
state seller. 

Of course, he went on, these cases 
always resolve down to the extent 
of the activities. “But, my offhand 
observation is I’d sure as hell fight 
this thing.” 





British G-E Produces Unique, New Refrigerator 


It was an important’ break- 
through, crowed General Electric 
Ltd. in London. The ancient ‘‘Pel- 
tier effect’? had been harnessed in a 
battery-operated refrigerator. G-E 
Ltd. had beaten both the Russians 





and even the hustling American 
appliance industry, the company 
claimed, in producing the first proto- 
type of a commercial design. 


What was it all about? The new 


FINE FOR CAMPING, as this couple is learning as they live in their trailer in the 
British countryside, is the new portable refrigerator of General Electric Ltd. which 


uses the Peltier effect to produce cold. The refrigerator can be run off an automo- 


bile battery and it fits in the trunk. 





refrigerator could operate off an- 


automobile battery without’ the 
bulky compressors and refrigerants 
usually used in refrigerators. Freez- 
ing could be produced merely by 
pushing direct current through a 
couple of pieces of semi-conductor 
material. 


The French scientist Peltier discov- 
ered the principles back in 1834. 
By passing direct current through 
the junction point of two dissimilar 
metals, he found that the metal on 
one side grew far colder than the 
air. His work, in effect, reversed the 
principle behind the familiar ther- 
mocouple, a device used to measure 
temperatures. A thermocouple works 
because two dissimilar metals main- 
tained at different temperatures 
generate an electric current, which 
can be used to drive a meter cali- 
brated to show temperature. 


One of the drawbacks of the Peltier 
method of cooling, however, is its 
low efficiency. No figures were avail- 
able on the G-E Ltd. product for 
comparison to the efficiency of con- 
ventional refrigerators. 

Some manufacturers have been 
intrigued by the Peltier effect for 
cooling. No less interesting is the 
reverse of the effect. Reversing the 
direction of the current produces 
heat, making combination heater- 








A CUBIC FOOT of space is provided 
within the box and this amount of food 
can be stored in the refrigerator space. 


coolers theoretically possible. West- 
inghouse, RCA Whirlpool, G-E and 
other concerns have been research- 
ing into the commercial possibilities 
of the Peltier effect. 

G-E Ltd. told McGraw-Hill World 
News that the new refrigerator op- 
erates from a bank of semi-conduc- 
tor thermocouples which give a 
temperature drop of between 20 to 
30 degrees Centigrade in the box. 
It will fit in the trunk of an auto- 
mobile. 
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Steel bar demonstrates magnetism of new Magna-Seal insert. 


Several years ago, when the industry adopted a maximum latch pressure 
of 15 pounds for refrigerator and freezer doors, the problem of air leakage 
became an important one. 


With only 15 pounds of pressure, the door seal was satisfactory at the 
latch and hinge side, but away from these areas the gasket often was not 
held firmly enough against the cabinet to keep out warm air. Replacing 
the mechanical latch with one or two strong magnets still didn’t help. 


Hotpoint solved the problem with the new Magna-Seal latch-less door. 
A vinyl] strip imbedded with millions of tiny magnetic particles is inserted 
throughout the entire length of the door gasket on top, bottom and side. 
The attraction of the magnetized gasket to the cabinet holds the door 
closed with firm, even pressure all around, eliminating air leakage. 

Engineering advances such as this result in quality products that per- 
form better and last longer. Sell Hotpoint quality and you sell customer 
satisfaction. 

Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you’re not a Hotpoint Dealer, you should be! 


Hotpoint SPACE AGE 18 
J Refrigerator-Freezer with new 
> Magna-Seal Doors k 
Fes \ Model CP18A A Division of General Electric Company, Chicago 44, //linois 


ELECTRIC RANGES *« REFRIGERATORS * AUTOMATIC WASHERS «+ CLOTHES DRYERS + CUSTOMLINE® «+ DISHWASHERS 
DISPOSALLS® * WATER HEATERS + FOOD FREEZERS «+ AIR CONDITIONERS + ELECTRIC BASEBOARD HEATING 
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GOING ON 
DOWN 
SOUTH? 
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major appliances cleaning up! 








“Our volume of Speed Queen sales in the Southern market has 
increased consistently during the past 10 years. Because we recognize the 
growing importance of the Southern market, we regularly direct a good 
share of our advertising effort into that market. One of the most impor- 
tant parts of our advertising program in the South has been The Progres- 
sive Farmer, which has a dominant influence in the Southern rural 
market. A survey, made among a number of our Southern dealers, indi- 
cates they are well aware of the superior influence of The Progressive 


Farmer in their trade territories.” 


R. P, James, Vice President—Director of Sales 


Speed Queen, Inc. 
A Division of McGraw-Edison Co. 








Washing machines, dryers, refrigerators, freezers — 
just about every major electrical appliance made is set- 
ting sales records in the bustling South. And this has 
been going on for years! In 1957, the South accounted 
for 36% of the national total spent on major electrical 
appliances. In 1958 that figure climbed to 38% —and, 
according to the best estimates, should exceed or at least 
equal that level in 1959. 

Because the South is mostly rural, the appliance 
manufacturer’s prime target South is the farmer. Proof 
of this is the concentration of appliance advertising 
in The Progressive Farmer—the most effective farm 
medium in the South. For three consecutive years — 
1957, 1958, 1959—The Progressive Farmer carried more 
electrical appliance advertising than any other farm 
magazine. Why not showcase your product in The 
Progressive Farmer—more than 5,700,000 people are 
watching ...and buying! 


More than 5,700,000 readers in the 16 Southern states 


HE PROGRESSIVE FARMER 


Advertising Offices: BIRMINGHAM RALEIGH MEMPHIS DALLAS NEW YORK 


CHICAGO LOS ANGELES SAN FRANCISCO 
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Here’s How to Increase 


Your Off-Peak Loads... 


... Eureka Williams Corp. last 
week told utilities. Buy electric 
cars from us, then sell them to 
your customers 


It may sound like a round-about 
way to run a railroad, but Eureka 
Williams is convinced it will work 
—for the utilities and for the 
company’s Henney Motor Co. di- 
vision which last week introduced 
an electric car. 

Briefly, here are the 
why: 


reasons 


Utilities can take—and would like 
more customers during their slow 
periods, for instance, at night 
when no one is using juice. And 
customers added during those off- 
times don’t require so much capi- 
tal investment as those added dur- 
ing peak times. 

But they are customers just the 
same, using just as much elec- 
tricity, in many cases. Particular- 
ly in the case of the electric car. 


Tests have shown you have to 
charge the batteries in the new 
Henney Kilowatt about 1 kwhr for 
every two miles you drive it. That 
means cars running’ 6,000-7,000 
miles a year will need 3,000-3,500 
kwhrs of charging. And _ you 
charge them at night. 


So Eureka Williams is urging 
utilities to jump into the electric 


car market. Not by promoting 
alone, though. Also by buying cars 
for their fleets. 

Why not promote now? The cars 
aren’t in commercial production 
yet. “Much experience and re- 
search is needed to perfect an elec- 
tric car,’ explained Carl O. Carl- 
son, executive vice president of the 
Atlantic City Electric Co., whose 
board chairman, B. L. England, 
helped conceive the Henney Kilo- 
watt. 

He went on to suggest to a group 
of utility representatives in Boca 
Raton, Fla., that they buy the cars 
and submit reports on their oper- 
ations for research. 

So far, 57 definite and 27 tenta- 
tive orders have been placed, ac- 
cording to C. Russell Feldmann, 
Eureka Williams chairman of the 
board and president. He needs 100 
before he’ll make a pilot run. 

Henney is asking $3,500 for 
these first-run cars. But the com- 
pany expects to be able to reduce 
the sum when production is in 
the hundreds. And estimates say 
the car will be commercial when 
it can sell for around $2,200- 
$2,400. 

Some specifications on the Hen- 
ney Kilowatt: Renault Dauphine 
body, 36 two-volt batteries for 
power, battery charger that oper- 
ates from 110-volt or 220-volt out- 
let, speed of around 35 mph, range 
of 40 miles’ before’ recharging, 
large traction electric motor. 





Home Is Where the Status Is 


The National Retail Merchants 
Assn. has picked ‘“‘the home as the 
nation’s new status symbol” as the 
theme for its Sixth Annual Home 
Furnishings Conference, Hotel Bilt- 
more, New York, April 6-7. 

Several of the sessions will be 
give-and-take discussions of just 
what this status symbol business 
means to the home furnishings re- 
tailer. And there’ll be a number of 
notables on hand to air their views: 
FTC Chairman Earl W. Kintner, and 
John Mack Carter, editor of ‘‘Amer- 
ican Home Magazine,” for example. 


The program shows there are a 
number of talks and titles to titillate 
appliance-radio-TV dealers. Some 


of them: “Appliance Selling,’ Ma- 
son Smith, vice president, RCA 
Whirlpool; ‘Franchise Plans,” Ho- 
mer Travis, vice president, Kelvi- 
nator; “Stereo: Increasing the De- 
partment Store Share,’ George 
Fezell, vice president, Magnavox 
Co.; “Sell Freezers With or With- 
out Food Plans,” R. I. Pearce, Ama- 
na national sales manager; ““Dehum- 
idifiers: The Big Market Is Ahead,” 
F. E. Moquin, national sales man- 
ager, Westinghouse dehumidifiers. 


Registration fee for the conference, 
open to anyone interested in home 
furnishings merchandising: $15 a 
person or $45 maximum for three 
or more from the same company. 





What’ll We Call 


Soaring? Sizzling? Stunning? 

Almost everybody has a sugges- 
tion. And Ralph Z. Sorenson, man- 
ager of Westinghouse’s utility sales 
department is no exception. 

In a letter to James T. Coats- 
worth, commercial director, Edison 
Electric Institute, Sorenson wrote: 

“At the beginning of each new 
decade there ensues the search for 
a catchy and attention-getting pop- 
ular name for the period ahead ... 


“Various names for the present dec- 
ade are now being used. One ex- 
ample is “The Golden Sixties.” 
Perhaps that-is supposed to denote 
that we are all going to get rich. 
I doubt that it was intended as be- 
ing descriptive of a period compar- 
able to the golden age of arts and 
literature of classic Greece. 


the Sixties? 


“T notice that EEI is using ‘Elec- 
tricity Sparks the ’60’s’ as the theme 
for National Electrical Week. That 
really wasn’t intended as a name 
for a period ... And in a way, it is 
slightly negative. ‘Electricity Sparks 
the ’60’s’ is just a wee mite com- 
parable to having AGA adopt as its 
slogan ‘The Explosive Sixties.’”’ 


Sorenson’s suggestion: “The Electri- 
fying Sixties.” It’s one that “would 
be helpful to our industry,” he 
wrote. “One that holds some possi- 
bilities for being used broadly even 
by people outside the industry.” 

So far, reaction to his suggestion 
has been favorable, Sorenson says. 
And he’s hoping it won’t be long 
before the whole industry is “think- 
ing, and talking and writing about 
‘The Electrifying Sixties.’” 











In Atlantic City, a Face-Lifting ... 


... CHANGED THE LOOK of the venerable lobby of the convention hall where 
the NHMA Housewares Shows are held. A year ago it looked like this. 





And the Result Along the Boardwalk... 


A NEW LOBBY will be ready for the July 11-15 exhibit, complete with esca- 
lators serving all three exhibit floors, as drawing shows above. Registration will 
be on both sides, exhibits will start in area once used for registration. 





IF YOU CAN HIT 1.000, 
IT’S ‘ON TO ACAPULCO’ 


At least, that’s the 1960 theme of 
Quicfrez refrigerator and freezer 
distributors and dealers during the 
company’s 1960 sale contest. 

Dealers and distributors accumu- 
lating sufficient points from March 
15 through Sept. 15 will be Quic- 
frez’ guests at the Hotel Galeta in 
Acapulco, Mexico, Oct. 29 through 
Nov. 5. 

To win the all-expense-paid trip, 
a dealer has to earn 1,000 points. 
For each additional 1,000 points, the 
dealer can bring a member of his 
family. The 1961 line will be in- 
troduced at Acapulco. 





Another Plant Added 
By Power Mower Co. 


Prepared to cut a wider swath 
through the industry, The Jacobsen 
Manufacturing Co. purchased a 
400,000 square-foot plant in Racine, 
Wis., for occupancy late this sum- 
mer or early fall. 

With new reel and rotary mower 
developments on the drawing 
board, the company felt it needed 
more space to meet an expected 
increase in the volume of its sales. 

The new plant also will boost 
production efficiency, expedite ship- 
ping, provide room for research and 
still further expansion. 
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Canadians Give 
Pay-TV a Play 


A man in Etobicoke, a Toronto 
suburb, drops two half dollars into 
a box on top of his .TV set. Then 
he sinks into an easy chair, uncaps a 
bottle of beer and settles back to 
watch “Journey to the Center of the 
Earth.” 

He’s one of 1,000 charter sub- 
scribers to Etobicoke’s monthly TV 
system. For an initiation fee he has: 


e A coin-slot box on top of his TV 
that gives him credit if he clunks 
in too many coins, passes out rain- 
checks for drizzly day ballgames 
and lets him see half a program for 
half-price. 


e A choice of three channels—all 
closed-circuit, with low-frequency 
signals that are converted up to the 
frequency of unused channels in the 
VHF spectrum when he drops his 
money in. Two of the channels car- 
ry current movies. The other car- 
ries free public service fare and an 
occasional pay-for-it sports event. 


Paramount Pictures Corp., through 
its wholly owned subsidiary, Inter- 
national Telemeter Corp., is-running 
the show in Etobicoke. But it doesn’t 
handle any of the local details, for 
instance programming. Who does? 
Famous Players Canadian Corp., 
Ltd., Canada’s biggest theater chain 
and, incidentally, 51% owned by 
Paramount. 

So far, the Etobicoke test flight 
has cost around $1% million. Louis 
A. Novins, Telemeter president, es- 
timates the break-even point will 
come when 10,000 subscribers are 
paying for two programs a week. 


What about the U. S.? Novins ad- 
mits he’s itching to cross the bord- 
er. But he knows any such move 
will mean a fight. 

The sides, historically, will line 
up something like this: 

Pro pay-TV: Companies that 
have systems, for example, Zenith, 
Skiatron Electronics & Television 
Corp., Paramount; advertising me- 
dia that compete with free TV; mo- 
tion picture studios, who see a pos- 
sible market for post-1948 films; 
and many telephone companies, 
who see a possible customer for 
their rights-of-way. 

Con: Theater owners; networks 
and their affiliates; some Congress- 
men, for instance, Rep. Oren Har- 
ris (D-Ark.), chairman of the 
House Commerce Committee. 





Announce Foundation 
Brand Names Winners 


The winner of the coveted Brand 


Name Retailer-of-the-Year award 
in the appliance stores category is 
the Lechmere Sales Co., Cambridge, 
Mass, the Brand Names Foundation, 
sponsor of the 12th annual competi- 
tion announced. 

Four other appliance concerns 
were given runner-up honors in the 
contest. They are: Polk Brothers, 
Chicago; Engle Electric Co., Lake- 
land, Fla.; Pidgeon Stores, Des 
Moines; and Athens Appliance & 
Television, Athens, Ga. 

The five winners will be given 
their prizes at a dinner in New 
York on May 6. Judging was based 
on the companies’ 1959 brand ad- 
vertising and promotional 
paigns. 


cam- 
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It Sure Beats Shoveling 


CLEARING THE PATH with a Moto-Mower Snow Thrower are Nevada’s twin 
queens, Michonr and Michele Cardinal, for the 1960 Winter Olympic Games at 
Squaw Valley. Moto-Mower district manager Ben Peters checks the operation. 





‘Best Buys’ Will Be Presented 
To Lengthy List of Retailers 


By the middle of the summer 
mailmen in the 50 states will start 
delivering over 100,000 slickly put 
together 812x11-inch full-color bro- 
chures. The title: “Best Buys of 
1960.” The idea: To give manufac- 
turers full exposure to a complete 
national network of relevant retail- 
ers of consumer durables. 


The man behind the idea is J. L. 
Albert, president of Intermarket 
Development Associates Inc. of New 
York. He has collected the names of 
100,000 financially top-rated retail- 
ers (classified by the U. S. Bureau 
of Census and rated by Dun and 
Bradstreet) in seven categories (de- 
partment, radio-TV, general mer- 
chandising, jewelry, appliances, 
furniture and hardware). 


Essential feature in the direct mail- 
ing scheme: Only one manufacturer 
will be represented in each category 
and price range. Featured in the 
brochure will be a selective presen- 
tation of brand-name _ appliances, 
housewares, radio and TV _ sets, 
home furnishings, sporting goods, 
photographics, luggage and leather 
goods, toys and games, watches, 
jewelry and gifts. Albert is limit- 
ing the appliance category to port- 





EIA Medal of Honor 
Goes to Its Head... 


. David R. Hull of Washington, 
D. C., president of the Electronic 
Industries Assn. and a vice pres- 
ident of the Raytheon Co. 

EIA’s board of directors chose 
him for his “distinguished service 
contributing to the advancement of 
the electronics industry.” 

Hull was first elected EIA pres- 
ident in May, 1958, and re-elected 
last year. 

The medal, awarded yearly since 
1952, will be presented to him at 
the EIA’s 36th annual convention 
in Chicago this May. 


ables. “This brochure will feature 
quality rather than price,” said Al- 
bert. 

Albert believes that this brochure 
will enable manufacturers to take 
advantage of one of the most notice- 
able trends in retailing in the last 
five years: Diversification. 


Manufacturers will be able to hit a 
group of retailers they might not 
ordinarily reach, Albert claims, 
while merchants can use the bro- 
chure as a buying and mailing guide 
to promote a diversified collection 
of top quality products. 

“This brochure will appeal to any 
manufacturer who wishes to broad- 
en distribution,” explained Albert, 
“and add to his retailer structure 
in a substantial way at a low cost.” 

To participating dealers, the IDA 
will make available the consumer 
edition of “Best Buys.” Retailers 
will be able to get their names on 
the brochure cover for mailings. 

Albert plans to close the first edi- 
tion to manufacturers on April 15. 








LETTER to 
The EDITOR 
Fast Mat Service 


EDITOR, EM WEEK: 

EM Week ad mats brilliant idea. 
Please rush set for March 16 dead- 
line. Our coupon will follow. If not 
available by then please wire. 

R. C. YOUNG 

LOWRY ELECTRIC CO. 
INC. 

WILLIAMS PORT, PA. 


Mr. Young received his adver- 
tising mats, described in detail in 
EM Week on Mar. 14, as did scores 
of others in the appliance industry 
across the nation. Watch for an- 
other exclusive EM Week mat serv- 
ice on April 11. 





ELECTRICAL 


MERCHANDISING AEE Yr 


VOLUME 92 NUMBER 13 


LAURENCE WRAY 
TED WEBER MANAGING EDITOR 


JAMES J CASSIDY 
JOHN A. RICHARDS 
ANNA A. NOONE 


EDITOR 


Associate Editor 
Associate Editor 
Associate Editor 
New Products’ 
Copy Chief 
Assistant Editor 
Assistant Editor 


JACOB B. UNDERHILL 
FREDDA S. MILLER 
DONALD S. RUBIN 


FIELD EDITORS 


BILL McGUIRE 

KEN WARNER 
GORDON WILLIAMS 
MARTHA ALEXANDER 
HOWARD EMERSON 


Southeast Editor 
Midwest Editor 
Assistant Editor 
Edit. Assistant 
West Coast Editor 


RESEARCH DEPARTMENT 


MARGUERITE COOK 
JAMES F. SHEA 
MARJORIE FISHER 


Research Director 
Research Assistant 
Assistant, Chicago 


ART DEPARTMENT 


BARBARA ELLWOOD 
MARIANNE FARRELL 
ELI W. GOLDOWSKY 
PAT McHUGH 


Art Director 
Assistant 
Assistant 

Production Editor 


DEPT. OF ECONOMICS 
DEXTER KEEZER 


Director 


“ NEWS BUREAUS 


JOHN WILHELM 
GEORGE BRYANT 


Director, World News 
Director, Washington 
Bureau 


ATLANTA: B. E. Barnes 
CHICAGO: Stewart W. Ramsey 
CLEVELAND: Arthur Zimmerman 
DALLAS: Marvin Reid 

DETROIT: Donald MacDonald 
LOS ANGELES: Kemp Anderson 
SAN FRANCISCO: Jenness Keene 
SEATTLE: Ray Bloomberg 


FOREIGN NEWS BUREAU CHIEFS 


LONDON: John Shinn 
MOSCOW: Ernest Conine 
BONN: Morrie Helitzer 
PARIS: Robert Farrell 
TOKYO: Sol Sanders 
CARACAS: John Pearson 
MEXICO CITY: Peter Weaver 
BEIRUT: O. M. Marashian 





ELECTRICAL MERCHANDISING WEEK is _ pub- 
ished weekly by the McGraw-Hill Publishing Co., 
Inc., James H. McGraw (1860-1948), Founder. 
Publication Office, 87! North Franklin St., 
Chicago, Ill. See panel below for directions re 
garding subscription or change of address. 


EXECUTIVE EDITORIAL CIRCULATION and AD- 
VERTISING OFFICES: 330 West 42nd St., New 
York 36, N. Y. OFFICERS OF THE PUBLICATIONS 
DIVISION: Nelson L. Bond, President; Shelton 
Fisher, Wallace F. Traendly, Senior Vice Presidents; 
John R. Callaham, Vice President’ and Editorial 
Director; Joseph H. Allen, Vice President and 
Director of Advertising Sales; A. R. Venezian 
Vice President and Circulation Coordinator. OFFI 
CERS OF THE CORPORATION: Donald C. Mc 
Graw, President; Joseph A. Gerardi, Hugh J 
Kelly, Harry L. Waddell, Executive Vice Presidents; 
L. Keith Goodrich, Vice President and Treasurer; 
John J. Cooke, Secretary. 


UNCONDITIONAL GUARANTEE: Our primary aim 
s to provide subscribers with a useful and val- 
uable publication. Your comments and suggestions 
for improvement are encouraged and will be most 
welcome. The publisher, upon written request from 
any subscriber to our New York office, agrees to 
cancel any subscription if ELECTRICAL MERCHAN- 
DISING WEEK'S editorial service is unsatisfactory 
and will refund the proportionate price of any 
unmailed copies. 


Single copies $.50. Subscription price in the 
United States and possessions: $2.00 for one year. 
Printed in U. S. A. Second-class postage paid at 
Chicago, Ill. Cable address: ‘McGraw-Hill New 
York.'" Copyright 1960 by McGraw-Hill Publishing 
Co., Inc. All rights reserved. 





SUBSCRIPTIONS: Send subscription correspondence 
and change of address to Fulfillment Manager 
ELECTRICAL MERCHANDISING WEEK, 330 West 
42nd St.. New York 36, N. Y. Subscribers should 
notify Fulfillment Manager promptly of any 
change of address giving old as well as new 
address, and including zone number, if any. If 
possible enclose an address label from a recent 
ssue of the magazine. Please allow one month 
for change to become effective. 





Postmaster: Send Form 3579 to ELECTRICAL 
MERCHANDISING WEEK, 330 W. 42nd St., New 
York 36, N. Y. 




























MARCH 28, 1960 9 


PROVEN PROFIT 
MAKER AT *4922 


NEW COLUMBIA TRANSISTOR Concer 











ANOTHER | COLUMBIA | EXCLUSIVE! 








—___—— HIGH-FIDELITY TABLE RADIO 
tbleradion m CONVERTS TO A LONG-RANGE 
POCKET RADIO 


Look at these quality selling features! 


¢ 6 transistors plus 2 diodes for crystal clear reception, local and 
distant. 


¢ 2 \F stages plus printed circuit give long-life, distortion-free fidelity. 
« Pinpoint tuning selectivity . . . no station overlap. 


¢ Table radio is cordless. Extra large high-fidelity cabinet speaker 
rivals larger, more expensive sets in resonance, volume, clarity. 


« Slide-out portable fits pocket or purse... has own Alnico V dynamic 
speaker. 








EXTRA VALUE FOR LIMITED 


The separate transistor set A powerful portable, 
i dily detached from the dy to slip int k 
erg ae eet eae TIME ONLY! PRIVATE LISTENING 


EARPHONE AND LEATHER CASE 
FOR POCKET RADIO INCLUDED <<? 
AT NO EXTRA COST! . 



























Two models. C-610G in 2-tone gray with polished chromium grille. C-610R in coral red and gray with polished brass grille. 


We knew this set was good—but it turned out to be sensational! Initial stocks went in no 
time... snapped up by dealers looking for a sure seller with top profit opportunity. Now 
we ve added even more sales appeal by including carrying case and earphone at no change 


in the price! Ads are being rushed into power- _ — 





ful national magazines. Newspaper mats and eA af z=.) i TiME| 
counter displays are ready for local dealer tie- 
in. With this support, sales will z-o-o-m! Order 
your Columbia Transistor Convertibles right away. Call your Columbia Phonograph dis- 
tributor or write Columbia Phonographs, 405 Park Avenue, New York 22, N. Y. 





THE COLUMBIA TRANSISTOR CONVERTIBLE IS TYPICAL OF THE 
ADVANCED PRODUCT DEVELOPMENT YOU CAN EXPECT FROM [COLUMBIA }. PHONOGRAPHS 











I read with interest Jim Cassidy’s 
recent story in EM Week (March 
14, 1960) about the vast kitchen 
market. I am sure this is true. It’s 
just a question of who is to sell 
them and whether they be sold at 
a profit. 


Is the gamble worth the effort to 
mass merchandisers of appliances? 
There was never any question of 


MORT FARR says 


‘Kitchens? I’m Still 
Suspicious of km’ 


the public’s need to modernize their 
kitchens and most. of us who got 
into the business did not find it 
difficult to find prospects and sell 
kitchens; our problem was getting 
the proper people to do the measur- 
ing and planning and getting con- 
tractors or mechanics to do the in- 
stallations promptly at the custom- 
ers convenience, and reasonably. 
We are used to taking an order 


today, delivering it today, or as 
soon as the credit has been okayed 
and getting our money. The kitchen 
business requires months. 

We've gotten a lot of help from 
suppliers on how to plan kitchens, 
but few ideas on how to charge 
properly for all the services re- 
quired and get the people to per- 
form them. From where I sit, it is 
going to be more difficult to get the 
appliance dealer who has been in 
the kitchen business back into it, 
than to convince some who were 
never in it to try it. 


The kitchen specialist, of course, has 
not only survived but has made 
money because the owner was the 
kitchen man and devoted his time 
and ingenuity to the business of 
selling and installing kitchens. The 
sale of appliances was incidental. 


ELECTRICAL MERCHANDISING WEEK 





18th in a series 
of weekly Gibson 
messages to 

all appliance 
dealers 





EXCLUSIVE! 


MARKET-MASTER 


FREEZER-LESS REFRIGERATOR FOR THE MORE THAN 10,000,000 


FREEZER-OWNING FAMILIES 


80% more fresh-food storage —with no waste freezer 
space—for everyone of your prospects who own 
home freezers. Think of it! Only the Gibson Market- 
Master gives you this giant sales headstart with 
freezer owners who walk into your store! 


Gibson thinks of everything! There’s even a compact 
Freezerette in the Market-Master for daily frozen 
food needs, and the rest is giant capacity fresh-food 
space. Gibson’s unique Conditioned-Air cooling chills 
faster, fresher and needs no defrosting ever. 


1-out-of-5 homes needs a Market-Master—and only 
you and Gibson can give it to them! Grab this big, 
profitable chunk of the total refrigerator market. 
Make it your own with the Gibson Market-Master! 
Remember, 1-out-of-5 shoppers, 1-out-of-5 buyers, 
needs a Gibson Market-Master —and they’re waiting 
just for you! 


es Realy for Gibson’s big Hawaiian Convention? 


SYD, , Man, you should be—but even if you’re 


% Yoon» not, there’s still plenty of time! It’s 
aay) wonderfully easy to become a qualified 


Gibson Dealer and travel to Hawaii by Pan Amer- 
ican Intercontinental 707 Jet for the wonderful 
Gibson Convention this Fall. There’s an island full of 
fun, painless training and excitement waiting for you. 


WANT To HEAP FOR Hawy;, BY SET IN Go, 


get going...get 
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Gibson 149 Market-Master 
A beauty—with 30% more fresh-food space! Handy Freezerette for 
daily frozen food needs . . . two giant crispers and meat keeper... 
swinging shelves . . . and unique Conditioned-Air cooling. 





Gibson Refrigerator Company, Greenville, Michigan, a Division of HUPP Corporation 











I know of few dealers who are suc- 
cessful mass merchandisers of ap- 
pliances who also do a profitable 
kitchen business, except large vol- 
ume operators with a separate 
department and separate manage- 
ment. 


Competition for the consumer dol- 
lar in this field has always been 
keen, but today it is even greater. 
We have some new people in the 
field who know more about con- 
tractors, sub-contractors and me- 
chanics. Among these are the home 
improvement contractors who really 
know how to charge for their serv- 
ices, and what’s more, how to col- 
lect for them. With the emergence 
of wood as a dominant material for 
cabinets, builder supply people have 
taken a big piece of the business. 


To begin with, even the new so- 
called packaged displays take up a 
lot of floor space and few dealers 
have room now to display all mod- 
els of the free-standing appliances 
they handle. This is one reason that 
few dealers display built-in ranges. 
The various models and cabinets 
necessary to house them take up a 
lot of room and when sold present 
the same installation problems as 
complete kitchens. I know that over 
a million built-in ranges were sold 
last year, but a large percentage of 
these were sold for installation in 
new homes and few dealers are set 
up to sell them to large operators. 
We also find that even the small 
speculative builder can buy his 
cabinets and built-ins from our 
suppliers as cheaply, or cheaper 
than we do. Personally, I believe 
that dealers and customers best in- 
terest will be served if we sell free- 
standing appliances that may be re- 
placed more easily and oftener. Our 
industry may one day be sorry that 
they fostered and promoted built-in 
ranges which are bound to slow up 
the rate of replacements. 


An appliance dealer simply cannot 
afford to be just a broker for build- 
ers. The risk is too great for the 
possible profits. Some of these build- 
ers work on a shoestring and at 
times dealers must wait for their 
money until the houses are sold. 
There is also the possibility of a 
development not selling and the 
suppliers losing by having to take 
a settlement after giving a rock 
bottom price. 


Perhaps one solution to the problem 
would be one of merger. We’ve had 
all kinds of mergers in the manu- 
facturing field; they have proved 
wise and profitable. There have 
been few mergers of retailers and I 
suppose few of us would be com- 
patible—individualists as we are. 
However, it might make sense to 
have a contractor or custom builder, 
one who is a fine craftsman and can 
handle installations, merge with a 
merchandising appliance dealer. We 
have always been short on contract- 
ing know-how, while plumbers and 
other contractors have been notori- 
ously poor merchandisers. If this 
had not been true, we should never 
have sold a water heater or a sink. 
If we could get along together such 
a merger might make sense and be 
a reason for an appliance dealer to 
get back into the kitchen business 
or perhaps even complete home re- 
modeling. This might also be a way 
for appliance dealers to get into the 
residential air conditioning busi- 
ness by merging with the heating 
contractor or sheet metal man. 
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Service 
Draws 
a Crowd 


By GORDON WILLIAMS 


Crittenton made his discovery some six years 
ago. That’s when the service side of his opera- 
tion outgrew makeshift space and graduated 
to an empty store two doors down the street. 

Intrigued shoppers began watching the serv- 
icemen through the store’s windows. Then they 
began bringing in their own sets to be serviced. 
When these service customers started buying 
new sets, Crittenton realized service up front 
was a real, sure-fire merchandising idea, even 
—or perhaps particularly—in tough-buying 
Chicago. 

That’s why he and store manager Ray Powers 
planned the service department right into the 
store when it was enlarged and refurbished 
two years ago. It’s called the “Service Annex” 
and it works at keeping customers happy—and 
at bringing in new ones. 


Crittenton’s service department is not just a 
showpiece. It handles 50,000 repairs a year at a 
dollar volume which hit $134,058 in 1958. And, 
says Powers, keeping the service department up 
front has meant a 3% sales increase for Crit- 
tenton’s. 

“Having the service department where it can 
be seen from the street definitely does bring 
people in,” he explains. “It gives us a chance to 
talk to them. Often, they realize it doesn’t pay 
to repair their set, so we offer them a good 
trade-in and make a sale.” 


Service personnel like the up front location, too. 
“We like the idea of being out in the open and 
not behind a wall,” says service manager Chuck 
Sands. ‘‘We’re not ashamed of our operation,” 
he adds. 

“Normally, service is something filled with 
mystery for 99 and 44/100% of the people. 
That’s one reason why service gets a bad name. 
This way they can see what a service operation 
looks like. When they can actually see the men 
working, it eases their fears.” 

The service department—with a force which 
fluctuates between 18 and 24 men—occupies 
a 16x55-foot area just off the main store. This 
annex actually was the original store Critten- 
ton opened on North Broadway in 1940, after 15 
years at another location. 

Shoppers view the service operation through 
a large window which faces bustling Broadway. 
Square in the middle of the window is a large 
color TV set which servicemen adjust from 
time to time. 

Speaking of that window, Sands says: 

“Tt certainly stops people on the street. It’s a 
form of advertising. We don’t try to make the 
service department overly glamorous. We try 
to look like business people and the department 
like a business operation. 

“We run 15 to 30 calls a day and handle jobs 
right here from walk-ins.’”’ Standard charges on 
home service—within set boundaries—is $5.95 
including the first half-hour of labor. After that 
the rate is $5 per hour. In the store, the charge 
is $5 per hour, on a minimum charge deal. 





... and sells merchandise. Chicago dealer M. W. Crittenton found that 
putting his service department in one of the store’s windows not only 
built service volume but developed new leads for his salesmen 
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OUTSIDE, Crittenton devotes part of his big elec- 

tric sign as well as one of his show windows to 

service. To help draw crowds to his window, 

Crittenton also uses it to display color TV. INSIDE, service annex is just off the main store 
and located so that service customers will be 
exposed to plenty of new merchandise when they 
visit the store. Service occupies a 16x55-foot area 
just off the main store. 

























MAURICE D. TROUT, sales manager, left, shows a unit to J.C. 
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Rogers, who has two three-ton heat pumps in his house. Unit shown retails for around $995. 


Why Not Sell Heat Pumps? 


Can appliance dealers sell heat pumps? 

One of them, J. C. Burkhead of Universal 
Appliance Co., Roswell, N. M., thinks they are 
a natural. 

“Building contractors,” he says, ‘‘know little 
or nothing about heat pumps and are often 
skeptical about them. They are willing to let us 
accept the responsibility for their installation 
and operation. For that reason alone, we think 
that heat pump business is wide open for ap- 
pliance dealers.” 

Maurice D. Trout, secretary-treasurer and 
ales manager, observes: “Heat pumps are a 
natural item to add to our line of appliances.”’ 

This southeastern New Mexico firm has gross 
ales of 90,000 a year in conventional appli- 
ances. A complete line of refrigerators, dish- 
washers, dryers, ironers, washers, ranges and 
television sets is stocked in addition to the heat 
I np inventory. 


How Universal added heat pumps. The addition 
of heat pumps (Fedders) to the appliance op- 
eration has been integrated by means of a dis- 
play of heat pumps on the sales floor. Universal 
also maintains close contact with building con- 
tractors in the area and works through them 
to secure sales. 

Advertising sheets supplied by the heat pump 
manufacturers are used as stuffers in mailing 
out monthly statements 

A special mailing list is also effective. At the 
present time the active heat pump mailing list 


consists of 54 carefully screened prospects. They 
represent homeowners whose financial rating 
merit prime consideration as possible pur- 
chasers. 

Maurice Trout says: “We follow up on these 
appliance customers for heating and air con- 
ditioning sales. The volume secured in heat 
pumps, after appliances have been sold to these 
people, represents additional business.” 


How Universal sells heat Pumps. From April 
1959 to September 1959, Universal sold 26 heat 
pumps. These included eight individual window- 
type units installed in a motel; five units in- 
stalled in an office building; nine central-type 
units of three hp each installed in businesses 
and homes. The latter were installed by Univer- 
sal while the buildings were under construction. 
Where a central system is not practical, window- 
type units are installed for about $450 each, for 
both summer and winter operation. 


How Universal installs heat pumps. Universal 
Appliance installs the unit and hooks it to the 
duct work. The firm makes all the final inspec- 
tions and adjustments and takes care of the 
warranty service. The duct work is usually in- 
stalled by the contractor, but in some cases 
Universal does part of the job. The majority of 
installations involve working with contractors, 
but on certain jobs Universal handles the entire 
installation. 

Burkhead points out: “It is difficult for us to 


do the duct work ourselves because we have no 
sheet metal shop. Where we are called upon to 
do a job, we use Fiberglas duct and buy pre- 
fabricated sheet metal to supplement for fittings 
and related work. A man can take a pocket 
knife, a few sheets of metal fittings, strong 
fibrous type insulation, and build a duct system 
without a great deal of skill.” 

Universal requires that a building have four- 
inch thick wall insulation and six-inch thick 
ceiling insulation before the firm will consider 
installing a unit. 


Is cost a problem? Many people, especially con- 
tractors, are apprehensive of the high operating 
cost of heat pumps, says Burkhead. The com- 
pany’s records show that the majority of homes 
in which single units of three-ton capacity have 
been installed, have $18 a month operating cost 
the year round. 

The power company in Roswell is very inter- 
ested in the development of the heat pump 
business, Burkhead said. A special rate of 1% 
cents for winter operation is offered, compared 
with the regular 2-cent rate. To get an accurate 
picture of the cost of operation the local power 
company had a surv made of 12 motels that 
used heat pumps for a year. Average operating 
costs were drawn up from the survey 

The survey showed that a 20- t motel 
heated and cooled with one-ton heat pumps, with 
office and manager’s living quarters equipped 
with additional one-ton units, showed an operat- 
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FIBERGLAS DUCTS and prefabricated sheet metal for fittings are all Universal 
Burkhead, left, and Charles 
Michael, an installation man. look over 


needs to make a duct system. Here 


miracle of all-through-the 
house AIR CONDITIONING, 
ready for you to 


enjoy today. 


The residential heat pump 
at conditioner that slashes 
o>eration cost. 





Fedder’s 3 HP Ad 


material for a job. 


featuring the yeor ‘round comfort 


FEDDERS | 


fic Heat Pump 
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When you visit the latest Gold Medallion 
ull see the FRIGIDAIRE Kitchen 

IDAIRE DISHWASHER 

IDAIRE REFRIGERATOR 

IDAIRE BUILT-IN RANGE 

IDAIRE AUTOMATIC WASHER & DRYER 


AL APPLIANCE CO. 


Phone MA 27-6840 








123 N. Main St 


Air Conditioner costs no more than many 3 HP summer 
ow conditioner id installs for far less. Yet it cools your 
complete home in summer, heats ij in winter. You sim- 


ply set the controls for the comfort level you preter. 


UNIVERSAL APPLIANCE CO. 


Phone MA 2-6840 








UNIVERSAL FEATURES Fedders’ heat pumps in its newspaper ads. This one 
plays up the comfort angle—a logical one for hot-cold New Mexico. 
Cut operating costs are mentioned as an additional benefit. 


Appliance dealer Coy Burkhead of Roswell, N. M., has sold 26 in a 


5-month period—starting from scratch—and he’s just getting going 


ing cost from November to April of $828.13. The 
cost per month per unit was $6.90. 

Another motel averaged costs per month per 
unit of $6.98. In Amarillo, Texas, a motel had 
an operating cost of $5.98 a month. Another 
motel showed an average cost per month of 
$7.11. Universal used this report to advantage 
in promoting its 1959 heat pump business in 
the Roswell area. 

The average installation runs $1,400 to $1,500 
for a three-ton heat pump. This includes a sell- 
ing price of $1,000 for the heat pump plus in- 
stallation cost. In most cases, Burkhead says, the 
homeowner finances the cost through his home 
loan application. Or the financing can be ar- 
ranged through a local bank on a three-year 
basis at 6%. 


How to sell residential units. When a home- 
building prospect is secured for a heat pump 
job, Burkhead first gets the plans. These are 
sent in to Universal’s distributor who lays out 
a complete heat pump system, the duct work 
layout and all related details. 

Burkhead stresses the value of such engineer- 
ing help, because it eliminates guess work. The 
firm has the advantage of the distributor’s ex- 
perience in installing heating systems. So there 
can be no doubt in the dealer’s mind as to 
whether the system will work or not 

Burkhead also pointed out that the reason 
for going after installation jobs in new con- 
struction was because most existing structures 


are not insulated properly for economical heat 
pump operation. Central heat systems have been 
installed by Universal only in new structures. 

When a homeowner expresses an interest in 
a heat pump Burkhead asks if he has insulation 
in his walls and ceiling. If the answer is in the 
affirmative, he checks the insulation for thick- 
ness by drilling a hole in an inconspicuous area. 

Heat pump volume affords flexibility achieved 
through sales of window-type units. These are 
popular where the existing heating system is 
not large enough to take care of extra rooms. 

Burkhead handles all the heat pump jobs 
personally. He became interested in air condi- 
tioning, secured two or three jobs and liked 
the performance of the units. “I think,” says 
Burkhead, “that eventually all new construction 
will have heat pumps.” 

For the appliance dealer interested in this 
type of business, Burkhead considers a founda- 
tion in air conditioning essential. There is no 
special problem involved in regard to safety 
when installing heat pumps. The installation 
meets the requirements of all safety codes, city 
codes and national codes, 

Burkhead attended two heat pump schools 
conducted by his distributor to give him the 
technical guidance to determine the right job 
for the right house. And he gets coaching from 
the distributor whenever he runs into a particu- 
larly difficult job—one that he doesn’t want to 
tackle without some advice from an expert on 
heat pumps. 


CHECKING OVER the duct system in a new home is Coy Burkhead, of Univer- 
sal. Burkhead explained that Universal usually goes after jobs in 
new homes because they are properly insulated. 


FOUR-INCH INSULATION in the walls and six-inch in the ceilings are Univer- 
sal’s requirements. Here, Burkhead checks over a new home in which 
the company will install a central heating system. 
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A WINDOW UNIT installed in an old ! 
Universal Appliance is examined by Burkhead 
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Looking for a Sideline? 


ELECTRICAL MERCHANDISING WEEK 


Closed-Circuit TV Is a Natural... 


“Any television retailer who has a_ well- 
equipped shop and an electronics background 
can go into it without expensive changes,” the 
Arizona dealer says. 

“Naturally, there is going to be some addi- 
tional training required since the service de- 
partment will work with some circuits which 
are not involved in ordinary TV. Those are 
camera circuits, the transmitters, chiefly syn- 
chronizer circuits. Once the shop can handle this 
sort of repairs, the market is open.” 


Since cameras cost $2,100 and monitor receiver 
sets go for around $450, an installation can 
easily run up to $20,000, depending upon the 
number of viewing points which are desired. 
(Brayer has consistently urged his customers 
to invest $450 for a monitor set, even though the 
closed-circuit camera can be set up to operate 
easily with standard TV receivers. The moni- 
tor, however, is built specifically for the pur- 
pose, is “beefed up” for continuous day-in, 
day-out use, and will give tremendously more 
satisfactory service.) 


The primary market for closed-circuit TV has 
been surveillance: protecting the purchaser 
from theft, usually by employees. Consequent- 
ly, it is difficult to use one installation to sell 
the next. 

“It’s nothing like merchandising kitchen re- 
modeling,” Brayer says. “Instead, there is a 
tight security lid over every installation we 
have made so far, and consequently, we can’t 
very well take a new prospect around to see 
how a bank or department store is protecting 
itself against loss by continuous TV surveil- 
lance,” he goes on to explain. 


Merchandising methods which Whitey’s TV has 
used with consistent success consist of direct 
mail, personal calls, development of a plan with 
objective results, all submitted to the prospect 
in “package form.” Brayer has been an ex- 
tremely heavy user of direct mail, writing in- 
dividual letters to each prospect, with a flat 
statement of what the circuit can do, and fol- 
lowing up with personal calls. If the prospect 
happens to be in the same business as a previ- 
ous customer, he can put the two together to 


discuss it, first getting permission from the 
owner of the past installations. 


Rentals often lead to sales. “Where a prospect is 
dubious over the cost, it is a relatively simple 
matter to rig up a temporary installation, usu- 
ally during the wee small hours of the morning, 
with a rental of $100 per day. We apply the 
rental charge to the cost of the eventual closed- 
circuit system, and to date, we have sold 85% 
of the prospects who have been willing to allow 
a rental installation.” 


Where does Brayer sell them? One of the first 
sales he completed was to the management 
of a race track in Phoenix, which had reason 
to suspect that large amounts of coins were 
being embezzled nightly at the turnstiles at the 
front gate. A closed-circuit TV camera was in- 
stalled in a storeroom directly opposite the 
turnstiles. Set up late at night, in complete 
secrecy, the closed-circuit system caught a spe- 
cial officer and gatemen “redhanded” in the 
act of removing coins from the turnstiles and 
changing counter mechanisms to correspond. 
The turnstiles had been “rigged” to the point 
that the racetrack had lost an average of $80 
a night for seven consecutive years! This closed- 
circuit installation was immediately purchased, 
and modified to permit the racetrack to throw 
a reproduction of the finish-line photograph 
shot during every race on a half-dozen monitor 
screens throughout the stands. 


Among industrial installations was one Brayer 
made with several cameras servicing a com- 
paratively few monitors in the big Phelps- 
Dodge mines in Arizona. Mine supervisors can 
now examine every tunnel, all loading opera- 
tions, all heavy machines and equipment, sim- 
ply by flipping a switch from camera to camera 
seated in his office. Close control of loading, 
transportation, etc., is thus only a matter of 
throwing a switch. Churches, too, have shown 
excellent sales possibilities, particularly where 
the burgeoning population in the Phoenix area 
has thrown huge overloads on church facilities. 


Department stores have proven’ excellent 
markets, inasmuch as most are convinced that 


Here are the ingredients of a closed-circuit system 


1. A TV CAMERA 








2. A MONITOR 





... says Phoenix dealer I. W. Brayer who in the last two years 
has sold two-dozen systems at prices ranging from $2,500 
to $10,000 to a diverse group of customers 


there is more “profit leakage” through employee 
thefts than by shoplifters. In one instance, 
Brayer supplied a camera and monitor hookup, 
which made it possible for the store supervisor 
to watch the areas of the store most subject 
to theft, plus two dummy cameras, one for the 
second, and one for the third floor. The 
dummies, of course, were installed with the 
thought that they would automatically police 
these floors against persons who would have no 
way of knowing whether the cameras were ac- 
tual or not. Eventually, the department store 
will use “the real thing” at each location. 


Banks are excellent customers. Banks benefit 
tremendously from closed-circuit television, not 
only from the standpoint of constant surveil- 
lance of tellers’ cages against holdups or irreg- 
ularities, but likewise in saving tremendous 
amounts of time. One of Brayer’s best applica- 
tions to date has been a circuit whereby the 
camera scans a drive-up window, and provides 
immediate identification of a check-casher by 
anyone in the bank who knows him, and sees 
his face on the television monitor. Likewise, 
the teller at the drive-in window can press a 
switch, and ask to see the account card of the 
customer, which, displayed momentarily to a 
TV camera, shows the teller at the window the 
exact balance on hand. 


Brayer is working on dozens of other installa- 
tion possibilities, including hospital systems, 
whereby any physician can watch any opera- 
tion without the nuisance of having to wash up 
and change into operating gown and mask, sim- 
ply by flicking a monitor switch. He has ex- 
perimented with a system which will allow a 
chain of shoe stores to hold a “meeting” on 
special promotions, new shoe styles, etc., by 
means of a single camera mounted at the head- 
quarters store, and monitors in each of the 
remaining stores. With schools definitely in the 
picture, to solve some of the teacher shortage 
problems, and military installations already 
made for the army and air force, Brayer feels 
that closed-circuit TV is merely on the thresh- 
old of its usefulness, and that the market will 
continue to expand as prices for equipment 
come down so that any operation can afford it. 





3. TRAINED SERVICEMEN 
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THE HOTTEST PROMOTION ON THE MIDWAY 
REPEATED BY POPULAR DEMAND! 


Here it is—the 2nd Annual Hotpoint Carnival of Values—bigger 
and better and more powerful than ever! It’s the hottest — most 
complete promotion in town! And best of all, you’ve got the 
greatest line of Hotpoint appliances to fill your midway with 
value-minded shoppers! Plan your tie-in promotion today and 
get ready for the “greatest show of values on earth!” 


POWERFUL NEWSPAPER ADVERTISING 

















Exciting Carnival of Values product ad mats feature your big 
top-of-the-line profit-makers, with strong low-end sub-features. 


JUMBO DISPLAY KIT 





HURRY! HURRY! 
eontact your Hotpoint Distributor 


TODAY! 


Hotpoint Dealers’ profit opportunities are greater than ever before .. . If you're not a Hotpoint Dealer, you should be! 





A Division of General Electric Company, Chicago 44, /ilinois 


ELECTRIC RANGES + REFRIGERATORS * AUTOMATIC WASHERS *« CLOTHES DRYERS * CUSTOMLINE® * DISHWASHERS 
DISPOSALLS® + WATER HEATERS + FOOD FREEZERS «+ AIR CONDITIONERS «+ ELECTRIC BASEBOARD HEATING 









This Dealer 
Helped 


A City 


The nine-man commission faced a tremen- 
dous task when it met for the first time 10 years 
ago. 

Orlando, a key in Florida’s economy (largest 
city in the state’s second-ranked agricultural 
producing county) had come on fast in the 
’40’s. People had poured in, post-war. But the 
merchants were finding to their dismay that 
population statistics don’t necessarily ring cash 
registers. For, while the number of potential 
customers was increasing by leaps and bounds, 
new thousands of cars were wheeling onto the 
city’s streets. Inadequacy of privately operated 
parking facilities was beginning to keep shop- 
pers away from an increasingly congested 
downtown, and the merchants’ talk drifted to 
suburban operations. 


Step number one in Orlando’s drive to develop 
a parking program designed to relieve fhe im- 
mediate pressure on the core area and to stay 
one jump ahead of the city’s anticipated growth 
during the ’50’s was the mayor’s appointment of 
a parking commission in 1950—a group of 
civically oriented men serving without pay; 
four of them retailers, all of them green in the 
science of traffic control. 


Step number two was a public relations job. 
First move in developing the parking program 
should be an engineer’s analysis, but how to 
finance it? Not by increasing taxes: That load 
was heavy enough. The best answer seemed to 
be installation of parking meters along down- 
town Orlando’s traditionally meterless curbs, 
but the city had advanced this idea twice be- 


Save 


By BILL McGUIRE 


His name is Claude Wolfe. B He’s chairman 
of a nine-man parking commission in Orlan- 


do, Fla. When traffic congestion threatened 
to strangle downtown business, Wolfe and his 


commission members developed a parking 


plan which attracted national attention. 


fore only to see public resistance beat it down. 

Local press and radio came to the rescue, 
mounting a powerful meter campaign in which 
they sweetened the bitter pill by presenting the 
curb meters as a painless route to a permanent 
parking system. 


Step number three was the publication of the 
engineering firm’s preliminary report in 1953, 
which detailed the need for 550 off-street, 
short-term parking spaces in the heart of town. 
This triggered another broadside of resistance. 

The commission countered by stating its in- 
tention to purchase land by negotiation, and 
hired a prominent citizen as negotiating agent. 
The commission’s plan to finance the program 
through a revenue bond issue instead of by add- 
ed taxation was publicized, and the city’s news- 
papers pitched in again on the side of civic bet- 
terment. When the time was ripe, a city-wide 
straw vote was held, and proponents of munic- 
ipal parking won. 


Phase One of the program began immediately, 
to be completed in February, 1957, with the 
construction of four off-street facilities con- 
taining 646 metered spaces downtown. 

The 58 spaces of Facility #1, located one 
block from Orlando’s 12-block rectangular core, 
were opened in February, 1955. A single-level, 
open lot, 18,900-square-foot #1 was built at a 
cost of $93,900 (land purchase, $75,000; con- 
struction and metering, $18,900). In its first 30 
weeks of operation, this lot produced a gross 
revenue of $3,452—more than double the en- 
gineer’s estimate for that “break-in” period. 


@ Here’s how it works 


For fiscal 1957-58, #1 grossed $5,200 in a year’s 
operation at near-capacity. This, despite its 
distance from the core. 

Next came Facility #3, largest unit in Phase 
One, with 302 spaces on 83,000 square feet. The 
parking commission’s power and ability to ad 
lib in acquiring land is perfectly illustrated 
here. Located within the core area, just a block 
from Orange Ave., leading commercial street 
in Orlando, this land was considered ideal for 
short-term parking. But the freight station and 
sidings occupying it were held indispensable by 
their owner, the Seaboard Airline Railroad. 

Spurred by the realization that this was the 
key lot in its entire parking system, the com- 
mission persevered until it had secured the land 
by finding another railroad-fronting plot on the 
fringe of the city, buying it for $285,500, build- 
ing a new railroad office and freight station on 
it for $237,750, and trading the package to the 
Seaboard for the land it wanted. With another 
$55,000 for construction, the commission had 
#3—the heart of its parking program—in oper- 
ation by December, 1955. This lot functioned 
practically at capacity during ’57-58, returning 
a gross of $48,917. 

April, 1956, saw completion of Facility #2, a 
two-level garage with open upper deck, front- 
ing on the eastern boundary of the core. Built 
for $406,500 (land, $225,000; construction, 
$181,500), #2 encloses 29,500 square feet on 
each level, has a total of 173 spaces. Though 
this facility does not often reach capacity at 
present, the city’s growth pattern is expected to 
keep it full before long. In 1957-58, #2 grossed 
$17,750. 
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2,100 OFF-STREET SPACES, 856 of them inside 
the city’s commercial core—the rest within two 
blocks—will be created by 1961 in Orlando. 





FOR THIS ANTIQUE freight station and surrounding land, which it wanted 


a 






for its key parking facility ... 


Phase One ended in February, 1957, with the 
opening of Facility #4 on 37,122 square feet 
of land directly across the street from #2. Be- 
cause of its hot, in-core location just behind the 
stores of Orange Ave., 113-space #4 grossed 
$22,755 its first year in operation, is now run- 
ning at capacity. By the time this lot was built, 
the city’s parking system was beginning to bear 
financial fruit, and both the $262,500 land cost 
and $21,000 for construction of #4 were paid 
entirely from the accumulated earnings of on- 
street meters (which had been collecting nickels 
since 1951), and from the excess earnings of 
Facilities 1, 2 and 3. 

With the completion of #4, downtown Or- 
lando had acquired 646 new off-street parking 
spaces in the six years since creation of the 
parking commission. Of those, 415 were within 
the city’s commercial heart. In the four facili- 
ties’ first fiscal year, gross operating revenues 
totaled $102,422.04; operating expenses were 
$21,171.59; and net operating revenues reached 
$81,250.45. Pumped up by the $90,138.82 in net 
revenues from the remaining 1,100 on-street 
meters (one side of Orange Ave. had been de- 
metered to promote traffic flow), the system’s 
net yield that year came to $171,389.27. 


Phase Two started in March of last year with 
an engineering report recommending construc- 
tion of six more off-street facilities, two for 
short-term, shopper-parkers; three for long- 
term, employee-parkers; and one for both. 
Land for the latter, Facility #5, has been 
purchased—again with meter earnings—for 
$260,000. This is planned as a three-floor struc- 





ture, with 104 short-term parking spaces on the 
35,457-square-foot ground floor; the same on 
the second level for long-term parkers; and, 
on the top floor, a tenant whose lease is ex- 
pected to amortize the construction cost within 
10 years. 

The parking commission has also bought land 
for Facility #6 (64,000 square feet for $535,000, 
on which a 205-space lot will be constructed 
at an estimated cost of $71,000); and for Facil- 
ity #7 ($530,000 for 47,966 square feet, where 
$55,000 will build a 136-space lot). 

Expected to be in operation by July, these 
two will be situated within the core, in a di- 
rect line with #’s 3 and 4, and joining with 
them to provide a four-block strip of parking 
area extending from the northern to the south- 
ern boundary of the core area, broken only by 
three east-west streets. If Orlando continues to 
grow at its present rate, the city may even- 
tually see a single massive deck spanning these 
four lots, doubling their 856-car capacity. Still 
later, other decks could be added. 


The program will end spectacularly with the 
construction of Facilities 8, 9 and 10 beneath a 
giant three-block overnass on the Orlando- 
Winter Park leg of an expressway which will 
cross the state from Tampa to Daytona Beach. 
Actually, the parking lots will be built first, on 
land leased from the state by the parking com- 
mission for $1 a year. They’re scheduled to be 
in operation by December, 1960, in time for 
Christmas. Overpass construction will close 
them for several months, but they’ll reopen on 
completion of the big job. 


KEY TO UNATTENDED OPERATION of Or- 
lando’s off-street facilities are 16 coin-changers, 





four to a lot. Wolfe finds himself in continuous 
struggle to get strict meter enforcement from city. 


. THE COMMISSION TRADED this pretty package, built for just that 


purpose in another part of town. 


These three facilities stand to cost the park- 
ing commission about $1,400,000 ($332,000 for 
construction; and some $1,080,000 which the 
commission must pay for the plans and specs of 
the overpass; and for the difference in cost be- 
tween the elevated dirt fill originally intended 
to bed the earthborne highway, and the soaring 
overpass the commission wants). Lots 6-10 will 
be paid for through a second bond issue, this 
one for $2,750,000. 

Together, 8, 9 and 10 will cover 396,000 
square feet, and provide long-term space for 
about 1,100 cars, from which core-area workers 
can easily walk to their jobs. These lots, and 
6 and 7 as well, have been planned as extremely 
attractive additions to the city with colorful 
buff sidewalks, center walkways of turquoise, 
pink lane striping; and extensively landscaped 
with palms. 

Thus, within one more year, the mighty mu- 
nicipal parking system dreamed, lobbied, 
wheeled and sweated into being by Claude 
Wolfe and his eight commissioners will be en- 
tirely in operation, providing the people with 
some 1,000 on-street meters and more than 
2,100 off-street spaces; and bringing in an es- 
timated net annual revenue of $262,500. 

Has Orlando been saved? The millions of 
private dollars poured into downtown construc- 
tion and improvements since the parking pro- 
gram was undertaken are proof that it has—as 
are steadily climbing retail sales in the core 
area. 

“And every dollar of it,” says appliance 
dealer Wolfe, “is a testimony to someone’s faith 
in Orlando’s future.” 







SYLVANIA ALL-USA leader model 4P14—Saies sensa- 
tion of the year! Beautiful pocket-size case packs 
really big performance — with powerful 4-transistor 
chassis. Just turn it on and it sells itself. Styled in 
glistening styrene for beauty thdt lasts through the 
years. Comes with earphone jack for private fisten- 


ing. An irresistible buy at oa Q95° 





























Like Hot Cakes! 


That’s how dealers are selling Sylvania All-USA transistor port- 
able radios. You can do it, too. Only Sylvania offers your customers 
all U.S. components, all U.S. quality —in models you can sell as 
low as $19.95. And model for model, you’ll agree these American 
beauties perform $10 better than anything on the market. 
Get ’em while they’re hot. Call your Sylvania distributor today. 
Sylvania Home Electronics Corp., Batavia, N.Y. 

























SYLVANIA ALL-USA model 5P16—5-transistor chassis 
gives star performance, even in out-of-the-way areas. 
Jewel-like case is styled to travel in the best of 
circles—available in variety of fashion color com- 
binations. Complete with telescoping handle, ear- 
phone jack, $29.95.* 


SYLVANIA ALL-USA model 7P12—Sound so rich, ‘so 
full, so clear, you could almost hire a hall and hold 
a dance with this compact 7-transistor beauty. Stun- 
ning styrene case in ebony and white, or turquoise 
and white. Elegant satin brass grille adds an extra 
note of luxury. With fold-away handle, $44.95.* 
*Manufacturer’s Suggested List Price. Slightly higher in 
some areas. 
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IRONRITE IRONER NO. 98, KRISTIANA, IN OPEN AND CLOSED VIEWS 


IRONRITE Announces Furniture-Type Lroners 


Three new furniture-type ironer mod- 
els are announced by Ironrite. All 
have the same model number 98, but 
the cabinets are available in 3 dif- 
ferent woods: No. 98 Kristiana in 
walnut; No. 98 Valley Forge in cher- 
ry; No. 98 Bright Sands in bleached 
fruitwood. Cabinet front and sides 
are in fine wood veneers; cabinet 
tops are durable, heat- and moisture- 
resistant high pressure laminate in 
white on Kristiana and Bright Sands 
models, and in matching cherry wood 
grain on Valley Forge model. 

These furniture units are designed 
to serve as many-purpose tables when 
ironer is not in use, at the same time 
keeping ironer free from dust. Cab- 
inets open easily for ironing by 
swinging back the hinged sides and 
raising the front and top. 

Heavy cast iron, even-heat shoe 
located beneath rell makes full use 
of heat which rises through material. 
Both ends of shoe and 25-in. long 
roll are fully open. 

Accurate, selective, thermostatic 
heat control permits setting to vary- 


ing degrees according to material, 
and wide temperature range provides 
proper heat for each fabric. 

Convenient, cool, black plastic 
forming board guides and arranges 
garments at natural height of oper- 
ator’s arms. Adjustable Iron-Lite 
lamp concentrates on ironing areas 
and has reinforced plastic shade. 
Board tips up to set thermostat or 
close cabinet. By tipping it up the 
board can also be moved left or right 
for access to ironing points at shoe’s 
ends. Lapboard shelf for folding 
protects user from damp clothes. 

Fully automatic controls include 
adjustable feather-touch knee con- 
trols, leaving hands free to arrange 
and guide garments; a motor and a 
heater switch. 

Tapered hardwood legs have self- 
stabilizing ball-joint feet. 

Safety pilot light on switch panel 
indicates when ironer is on; pressure 
totals 200 lbs. per sq. in.; roll re- 
volves 7.4 times per min.; % hp mo- 
tor; 1580-w maximum. Ironrite Inc., 
332 Cass Ave., Mt. Clemens, Mich. 





ZENITH Transistor 
Pocket Radio 


Zenith announces a new smaller -all- 
American-made transistor pocket ra- 
dio, the “‘Zenette” housed in a cam- 
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era-styled case scarcely more than 
3 in. wide, 5 in. high, 1% in. deep. 

It has a 2%-in. speaker that is 
acoustically mounted and baffled, 
with 100 milliwatts of undistorted 
power output for high volume play- 
ing without distortion. 

Powered by 3 inexpensive penlite 
batteries, plays up to 100 hrs. 

Zenette’s circuitry includes a Wave- 
magnet antenna for sharp, clear sta- 
tion tuning and an air dielectric tun- 
ing condenser. Has pull-out easel 
stand; made of high-impact poly- 
styrene with molded-in colors of tan, 
charcoal, green, white or yellow; a 
pebble-grain finish, front and back 
give it a “camera look and feel;” an 
earphone attachment is an optional 
extra. 
Price, $39.95, less batteries. Zenith 
Radio Corp., 6001 W. Dickens Ave., 
Chicago 39. 





ADMIRAL’s Wide Angle 19-in. TV Line 


Admiral announces a complete line 
of 19-in. TV sets which includes 2 
consolettes and 5 portables; 2 with 
Super Son-R remote control. 

The new 19-in. tube provides 172- 
sq.-in. viewable area. A_ 114-deg. 
aluminized tube with a flatter face- 
plate and squared corners, provides 
a 10% larger picture than its 17-in. 
predecessor, in the same size cabinet. 

All the 19-in. sets have top-front 
tuning, a 17,000-v chassis, new Gold- 
en Signet tuner with 12 oscillator ad- 
justments assuring sharper picture, 
tinted optic filter to reduce reflection, 
automatic circuit breaker. Large oval 
speakers are used throughout the 
line. Etched circuit boards carry a 
5-year warranty. 

Two 19-in. Thinman portables (PL- 
19J131 and PL19J140) are available 
with carrying handles in slim cabi- 
nets, 12% in. deep. The Custom ver- 
sion (PL19J131) has a metal cabinet 
finished in cocoa brown, harvest yel- 
low or seamist green. Executive mod- 
el (PL19J140) in charcoal, saddle tan 
or white leatherette covering. 
Highlighting ome deluxe portable 
(T19J150) is a decorator cabinet de- 
sign, push-pull, on-off control, and 
provision for plugging in an optional 
earphone or pillow speaker. Kits for 
the latter have a 20-ft. connecting 
cord and permit listening without 
disturbing someone asleep. 
Admiral’s Super Son-R wireless re- 
mote control is available with 2 
models, TS19J160 and TS19J171. 
These sets have pushbutton on-off 
volume control for manual opera- 
tion; Touch-a-Matic control for tun- 
ing at set. A touch of finger switches 
automatically to next operating chan- 
nel. 





ADMIRAL 19-IN. TY CONSOLETTE 


The new Super Son-R amplifier 

has 7 transistors, 1 power diode, and 
is on constant alert for instantaneous 
tuning with compact hand unit that 
emits ultrasonic signals without 
wires, batteries or tubes. Remote 
control enables viewer to turn set on 
and off, change stations, adjust vol- 
ume to 3 levels from a chair; new 
electro-mechanical noise rejector ac- 
cepts. signals only from Son-R hand 
unit. Remote control (TS19J160); 
charcoal, mahogany or blonde oak; 
(TS19J171) has saddle tan or white 
leatherette covering. 
In the consolette models 2 cabinet 
designs are available: No. C19J122 
contemporary in mahogany, grained 
and blonde oak; and C19J139 provin- 
cial in cherrywood finish. Both are 
ultra slim, less than 12 in. deep. 

Three matching bases are available 
optionally: Danish lowboy, base on 
casters or a tea cart. 

Prices, from $169.95 to $259.95. Ad- 
miral Corp., 3800 Cortland St., Chi- 
cage 47. 





QUICFREZ 1960 Freezers 


Quicfrez 1960 upright and _ chest 
freezers have a l-year warranty on 
the unit, a 3-year $200 food warranty, 


IMPERIAL UPRIGHT FREEZER OIU-217 





and a lifetime policy on the sealed 
motor compressor. They also feature 
“golden glow” interiors. 
Uprights include Imperial OIU-217, 
21.7 cu. ft. or 725 lbs. capacity and 5 
Handi-dor shelves; Imperial OIU-160, 
16 cu. ft., 529 lbs., 4 Handi-dor shelves; 
Regal ORU-112, 11.2 cu. ft., 378 lbs., 
3 Handi-dor shelves. 
Recessed twin freezer OSBF-6 with 
matching refrigerators, for in-the- 
wall, undercounter, vertically stacked 
installation or free-standing, 6 cu. ft., 
20 lIbs., 2 Handi-dor shelves. 

hest models are Imperial OIC-205, 
20.5 cu. ft. or up to 717 lbs.; Imperial 
OIC-175, 17.3 cu. ft. or to 605 lbs.; Im- 
perial OIC-145, 14.1 cu. ft. or 493 Ibs.; 
all have 3.3-cu.-ft. Quicfrez compart- 
ments, safety counter balanced lid; 
built-in key lock; warning light; dry- 
wall construction. Quicfrez Inc., Fond 
du Lac, Wis. 











ADMIRAL Refrigerators 


Two new Dual-Temp refrigerator- 
freezer combinations are announced 
by Admiral: a 2-door, 14.7-cu.-ft. Im- 
perial and a 14.9-cu.-ft., 2-door up- 
side-down version. 

Both feature moist-cold fresh food 
compartment, magic ray lamp to pre- 
vent flavor transfer; glide-out shelves; 
twin porcelain crispers; special meat 
keeper. Both have thin wall construc- 
tion with high-density Fiberglas insu- 
lation. Designed for built-in installa- 
tion, with no condensers on back. 

New power plants operate more 
efficiently; in addition to pulling tem- 
perature down faster in fresh food 
and freezer compartments, they will 
freeze ice cubes more rapidly. 

Freezer compartment in upside- 
down Dual Temp has 144-lb. capacity; 
the Imperial holds 106% lbs. Upside- 


down combination has removable 


half-shelf. Both available in white, 
yellow, copper bronze, turquoise or 
pink; rollers, optional. Admiral Corp., 
3800 W. Cortiand St., Chicago 47. 
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By Pros for Pros. Key reasons, nine of ’em, why EM Week reads like 
it’s written just for you. It is... by knowing editors, concentrating on this 
business alone. Boss-editor Larry Wray in the top row, with Managing Editor 
Ted Weber at his right hand, as usual. Next Maggie Cook (research), Jim Cassidy 
(round-up stories), John Richards (giant retail operations), Anna Noone (new 
products). Bill McGuire covers the Southeast, Ken Warner the Midwest, Howard 
Emerson the West Coast. EM Week has twenty-one full-time editors specializing 
in your kind of news. These nine alone provide 166 years of experience to help 
you do a better job. That’s why every Monday the Pros read 
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3-BAND PORTABLE NO. Y2137 


ADMIRAL 
Transistor Radios 


The new Admiral portable radio line 
includes three 7-transistor and three 
8-transistor models in addition to the 
recently introduced 7-transistor vest 
pocket model. Featured in two pocket 
models, Y2081 and Y2091, is an oval 
3x4-in. speaker. 

Highlighting the new line is an 8- 
tansistor, 3-band portable Y2137 
capable of receiving AM broadcasts, 
shortwave transmissions in 1.9-5.2 me 
range and longwave signals between 
140-420 ke. This model weighs 4 lbs; 
has separate built-in antenna for each 
of 3 bands, ave and large heavy mag- 
net speaker; an optional earphone at- 
tachment can be used with plug-in 
jack on side for private listening. 
Finished in saddle tan leatherette, 
this model has drop-down handle per- 
mitting use of a top-mounted azimuth 
scale. 

For emergency use in plane or boat 
the ave can be deactivated with a 2- 
position control to simplify using the 
azimuth scale. A _ superhet circuit, 
tuned RF stage with 3-gang conden- 
ser and vernier tuning gives long- 
distance reception. A push-pull audio 


7-TRANSISTOR POCKET PORTABLE NO. Y208! 


circuit provides 500 mw undistorted 
output; 6 flashlight batteries operate 
the radio up to 500 hrs. 

Two pocket radios, Y2083 7-transis- 
tor, and Y2091 8-transistor, come in 
non-breakable cases with combination 
carrying handle and stand, and fea- 
ture a compensating diode to prolong 
battery life, ave and a 3x4-in. oval 
speaker. No. Y2091 has precision ver- 
nier tuning; superhet circuit with RF 
stage; both have plug-in jack for ear- 
phone and operate on 4 penlite bat- 
teries. They come in 3 colors and spe- 
cial gift packs with carrying case, 
earphone and batteries. 

Larger 7-transistor portable Y2108 
in non-breakable vertical case with 
carrying handle fits into luggage, 
beach bag etc; operates up to 250 hrs. 
on 4 ordinary flashlight batteries. 
Two other portables come in grained 
vinyl covering that is scuff- and 
scratch-resistant; all have luggage- 
type carrying handle. The 7-transistor 
model has 3 germanium diodes; bat- 
tery saver circuit; large round speak- 
er. Deluxe 8-transistor model has ver- 
nier tuning, 3-gang condenser, tuned 
RF stage. 

Prices, from $29.95 to $99.95. Admiral 
Corp., 3800 W. Cortland St., Chicago. 







BAR-BROOK 


Air Conditioners 


‘ Outstanding in this series is a vertical 


unit to deliver comfort through 4 
seasons; evaporator coil comes in a 
3-ton unit with 36,000 Btu rating, or 
5-ton unit with 60,000 Btus. Housed 
in slim, insulated cabinet this unit 
cools, warms and filters. 

Comes in 3 sizes with heating rat- 
ings of 75,000, 100,000 and 125,000 Btu 
to meet needs of commercial and res- 
idential applications. The slim cab- 
inet compact with cooling coils, 
furnace, blower, filter for easy instal- 
lation; can be installed without cool- 
ing coil as a heater; cooling coil can 
be added later. Also connect to re- 
mote condensing units out-of-doors 
with no adaption required. Bar-Brook 
Mfg. Co., Inc., 6135 Linwood Ave., 
Shreveport, La. 
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SKIL NO. 529 DELUXE SHRUB/GRASS SHEARS 


SKIL Garden Tools 


Skil No. 529 deluxe grass shears cuts 
a 6-in. swath, weighs 4% lbs. No. 
21247 Roller-Handle accessory can be 
attached to wing nut, is adjustable 
for horizontal or vertical trimming; 
enables operator to trim and edge as 


fast as he can walk. 

No. 22505 Snap/Lock grass shears 
has similar features, but designed for 
use with %-in. drill; fits all current 
Skil and B&D %-in. drills; easily 
snapped on. or off drill, no screw- 
drivers, wrenches, bolts needed; cuts 
a 3-in. swath, weighs 3 lbs. 

No. 22504 hedge trimmer also uses 
Snap/Lock feature for %-in. drill; 
has 14-11/16-in. tool steel blade; scal- 
lop-tooth blade design grips branches 
for fast cutting; wide tooth spacing 
for cutting larger branches in one 
stroke; weighs 3% lbs. 

Deluxe hedge trimmer No. 513 has 
self-contained motor and aluminum 
frame; weighs 5 lbs.; blade design 
and cutting same as No. 22504. 
Prices, No. 529, $39.95, with handle, 
$45; No. 22505 and 22504, $19.95 with 
free wall holder unit; No. 513, $39.95. 
Skil Corp., 5033 Elston Ave., Chicago. 








BULOVA 7-TRANSISTOR RADIO ''SPACEMATE" 


BULOVA Transistor Radios 


A dual-wave transistor radio, ‘“Space- 
mate,” is small enough to be held in 
one hand yet powerful enough to re- 
ceive shortwave stations around the 
world. A companion model, “Commo- 
dore,” receives standard AM and ma- 
rine shortwave broadcasts. A _port- 
able stereo-phono No. 905, and a 6- 
trensistor radio No. 710 “Spree” are 
among other new products announced. 
“Spacemate” and “Commodore,” dual- 
wave, 7-transistor, 4-diode radios, 
come complete with carrying case and 
shoulder strap, earphone case and 


BULOVA PORTABLE STEREO-PHONO NO. 905 

















BULOVA 6-TRANSISTOR RADIO 


SPREE" 


and Stereo-Phono 


, earphone, external antenna wire and 


telescoping whip antenna. 

Other features of these midget 
radios include jacks for external 
long-life power pack and external 
speaker. Power for normal operation 
is four 1%-v penlight batteries. The 
new models are 6 in. wide, 3% in. 
high and 1% in. deep. 

The “Spacemate” operates on the 
4.0 me shortwave band, and the 
“Commodore” on 1.6-4.0 mc band. 
No. 905, 4-speed fully automatic port- 
able stereo phono, has the same 
operating features as some of their 
higher priced models introduced in 
1959; features include dual amplifica- 
tion, detachable speaker unit, 3 con- 
trols, automatic shutoff and a 4-speed 
VM precision changer. 

No. 710 “Spree,” 6-transistorized port- 
able radio, features a large speaker, 
yet measures only 8% in. wide, 5 in. 
high, 2% in. deep. It is provided with 
an easy-to-change battery and ear- 
phone accessory; luggage-styled in 
British tan or blaze red; features a 
self-retracting handle. 

Prices, “Spacemate” and ‘“Commo- 
dore,” $59.95 complete with carrying 
case and shoulder strap. No. 905 
stereo-phono, $79.95; No. 710 “Spree,” 
$49.95. Bulova Watch Co., Inc., Flush- 
ing 70, N. Y. 
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CHEF-AIRE Range Hood 


Designed to save cabinet space, this 
Chef-Aire no-duct range hood No. 
CA-25 is ideal for new installations, 
remodeling houses and apartments. 
No ductwork or venting is required 
because hood uses activated charcoal 
above a powerful blower unit. 

It comes in lifetime finishes of cop- 
per anodized aluminum, “brushed” 
and anodized aluminum “stainless 
steel finish;” fits all standard cabinet 


depths and comes in lengths of 24, 30, 
36, 42 and 48 in. The control panel 
section is embossed the full width of 
the hood. Hood has a thick multi- 
layer, permanent-type aluminum 
grease filter and a super-size char- 
coal filter that features a removable 
faceplate which permits removal of 
old charcoal and replacement with 
new. Both filters are easily removed 
for cleaning. (A special release knob 
in filter case makes this possible.) 

Other features include a design 
which permits hood to cover front 
burners; a _ pressure-type squirrel 
cage blower unit; eye-level pushbut- 
ton controls; complete unit with pre- 
wired blower, light fixtures and filters 
is ready to install. 

This range hood is also furnished 
complete with a “Proper Care and 
Use” booklet. National Hood Corp., 
Ocala, Fla. 





WESTINGHOUSE 
Xmas Tree Bulbs 


An entirely new shape in small 
Christmas tree bulbs is announced 
by Westinghouse Lamp Div. 

The new bulb, Petite C-5, is shorter 
and rounder than the _ standard 
pointed, fluted C-6 series type, but 
will fit regular C-6 series sockets. 

The new Petite C-5 adds a gay, 
festive look to a tree with its 
rounded, smooth sides which con- 
form more nearly to the style of large 
Christmas bulbs. 

Designed for indoor use, the new 
bulbs will list for 44¢ for a package 
of 5 compared to 49¢ for the standard 
C-6 bulbs; they will be available in 
red, blue, green, orange and white. 

They will be offered in a new 
package designed to stimulate sales: 
a picture window 5-pack that reveals 


5 bulbs in an attractive display (at 
the same time the package is pilfer- 
proof) with a plastic tray molded to 
fit contours of bulbs. Westinghouse 
Electric Corp., Lamp Div., Bloomfield, 
N. J. 
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NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 
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Another first from Ronson! 


New! CFL Electric Shaver. Only shaver with 
“Super-Trim’’—separate cutting edge to trim side- 
burns, moustache, long hairs. Rated best* of ail 
leading electric shavers. Shaves Closest, Fastest, 
with the Lightest touch because of flexible, micro- 
thin shaving head. Suggested retail: $20.00. 

One year free service on 


all Ronson products. 77 
national service outlets. 





*Certified by York Research Corp 


Ronson Corp., Woodbridge, N. J. 











IF You Change 
Your Address 


Be sure to notify us at once, so future copies of 
ELECTRICAL MERCHANDISING WEEK will be 
delivered promptly. 

Also make certain you have advised your local 
Post Master of your new address so other important 
mail doesn't go astray. 

Both the Post Office and we will thank you for 
your thoughtfulness. Mail the information below to: 


Subscription Department 
ELECTRICAL MERCHANDISING WEEK 
330 W. 42nd St., New York 36, N. Y. 


NEW 

Name 

Address 

City —Zone__State 
Company Title 


OLD 


Name 
Address 


Electrical 
MERCHANDISING WEEK 


330 West 42nd Street New York 36, N. Y. 
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BRIEFS 


A small SpeedTable which converts 
a portable electric jig saw N.P. 17 
into a stationary jig is introduced by 
SpeedWay Div., Thor Power Tool 
Co., La Grange Park, Ill. A grooved 
and notched 514x7-in. steel plate 
which screws onto workbench, the 
portable jig saw becomes stationary 
by inverting saw beneath table and 
inserting its slipper into a groove be- 
neath plate. Speedway Div., Thor 
Power Tool Co., 1421 Barnsdale Rd., 
La Grange Park, Ill. 





THOR SPEEDTABLE 


Flower-Glo, a new concept in out- 
door lighting is offered by Silvray. 
A weather-resistant metal flower 
is equipped with a silvered bowl bulb 
with “take-apart” stem that enables 
the light to be used at 32-, 20- or 12- 
in. heights; comes in 4 colors; can be 
used for lighting steps, paths, drive- 
ways, walks, swimming pools. $7.98. 
Silvray Lighting, Inc., 1270 Sixth 
Ave., New York 20. 


A complete line of E-Z-Snap floor 
polisher replacement pads is intro- 
duced by Padcom, including steel 
wool pads, felt buffing pads, lambs 
wool pads and_=scrubber-and-wax 
applicators, in self-help transpar- 
ent display bags, packed in pairs for 
16 makes of twin-brush polishers. 
Display has shelves designed A, B, C, 
each letter representing various 
makes of floor polishers. Pads come 
fitted with 3 basic types of center 
snaps. Padco Mfg. Co., Inc., 27 Schuy- 
ler St., New Brunswick, N. J. 


A heavy-duty automatic overhead 
door operator designed for oversized 
garage doors is announced by Alli- 
ance Mfg. Co. The unit “Genie No. 
410,” provides reliable lifting force 
of 250 lbs; single button control au- 
tomatically unlocks and opens, or 
closes and locks door at push of but- 
ton at same time turning garage 
lights or or off; handles sectional or 
solid overhead doors; a 1/3-hp motor 
provides extra torque needed for 
king-size doors. Alliance Manufactur- 
ing Co. Div., Consolidated Electronics 
Industries, Corp., Alliance, O. 


A custom condensing unit with nom- 
inal rating of 2% hp has been added 
to the Polar-Prince line of remote 
air conditioners by Coleman Co. 
According to company officials, this 
2%-hp model is designed to fill a gap 
in the building field between a 2-hp 
and 3-hp unit for homes too large for 
a 2-hp capacity unit and too small 
for a 3-hp unit. 

Models in the now complete Cole- 
man line of Polar-Prince units are 
2 hp, 2% hp, 3 hp, 4 hp and 5 hp 
units. The Coleman Co., Heating and 
Air Conditioning Div., Wichita 1, 
Kans. 


A “Giant” tube and tool caddy for 
radio and TV service dealers that 
holds 365 receiving tubes and has 
snap-on compartment covers is an- 
nounced by General Electric Co., 
Owensboro, Ky. 











This Brand Opens New 
Frontiers for PROFIT! 


Yes, there are still 
new profit frontiers in appliance’ 
selling with Silex! You get extra 
sales in an unsaturated market 
with products that are gift- 
designed to be @istinctive and 
@iffierem?. No brand line corrals 
gift-day sales better than Silex 
seee eee ee ee € 

. and you make more, too! 
Silex gives you more favorable 
margins with less competitive 
pressure and minimum dupli- - 


cation of other products. ## 
GREATS eT aan Th 


result is more turnover and bet- 
ter profit from your inventory 
investment! $666444444444 





The Silex Co., 6333 W. 65th St., Chicago 38 
in Canada—The Silex Co., Ltd., Iberville, P. Q. 
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IDEA 
DIGEST 


Goed ideas don’t always come 
easily, but when they do a little 
initiative on your part can make 
them prime business builders. 
Here are four which were suc- 
cessful for their originators. 


— 





Customers light up the window display them- 
selves at Watt Plumbing, Air Conditioning, 
and Electric Co., Tulsa, Oklahoma. After 10 
at night, lights in the store’s kitchen display 
window go off automatically. But there’s a 
pushbutton switch at the left of the window. 

A small sign invites passersby to ‘push the 
button for a look at the kitchen.” If one bites, 
the lights stay on as long as he holds the 
button down. 

So far, the gimmick has created a mild 
sensation. James Mallory, head of the kitchen 
department, stayed up one night to keep 
count of the button pushers. Between 10 and 
midnight, he tallied 56 punches. 

Takers were mostly late evening shoppers 
and people on the town. Many were young 
people, who can be counted as the next gen- 
erations’s new home buyers and kitchen re- 
modelers in old. homes. 


Pos PIN UP GIRL ARF YOu? 
> f ail ' 


Not so dry dryer display was a success for 
New Orleans Public Service. Choice between 
the perky pin-up and hang-em-out Hannah 
led many customers to pick the obvious in a 
recent dryer drive in that Louisiana city. 
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Platter party gone grownup was a gimmick 
that worked over and over for Dr. and Mrs. 
Manfredo Engel, owners of the “National’’ 
Electric Center, Panama’City. At right is one M U S | Cc A L + '@) F F E E H 0 U R 
of their ads for a daily musical coffee hour 
in the store’s music salon, the “Latin Quar- EVERYDAY FROM 4:30 TO 5:30 P.M. COME IN 
ter.” AND ENJOY LISTENING TO OUR VAST SELECTION 
Evening concerts at the center were an OF HI-Fi AND STEREO RECORDINGS WHILE WE 
even better way to demonstrate stereo equip- SERVE YOU COFFEE. YES, THE COFFEE’S FREE! 
ment and records, they found. For instance, $0, MAKE A-DATE TO JOIN US ANY AFTERNOON 
they held an all-Latin evening. Below, right, FOR MUSIC AND COFFEE AT PANAMA'S MOST 
is the audience at that first concert. up. TO-BATE MUSIC SueP 
Then they branched out. Began to put on wes : 
other “nights.” There was an all-jazz eve- f} 
ning, with a soldier from a nearby American fan Satin WinMlOrr 
NJ _f_ (ALY 74 
wd . 
WE ARE ALWAYS AT YOUR SERVICE 


base as the moderator. Then, a concert for 
“NATIONAL” ELECTRIC CENTER 


classical fiends, conducted by a music pro- 
31 AUTOMOBILE ROW 


STARTING TOMORROW WE WILL HOLD A 





























fessor. 

These evenings worked so well, the Engels 
made the rounds of the American USO clubs. 
Below, left, Dr. Engel shows an American 
audience some of the tuners and speakers 
he carries. 
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Removable roof, cardboard cut-outs and a 
lovely lady are the main ingredients of a TV 
commercial that Danny Bell, president of Bell 
Plumbing and Heating Co., Denver, calls his 
“number-one” kitchen selling asset. 


In the short spot, Jill Ferris, shown above, 
takes the roof off a 20-inch model of Bell’s 
showroom while she reads the script. Then, she 
lifts out figures showing each member of Bell’s 
expert kitchen remodeling staff. 
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Replacement parts 
when you need them 


aX 


7\ T DELIVERY! 
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PEOPLE in the NEWS 


H. T. Stroop C. J. Piemeisl 
of Whirlpool Hamilton Beach 


Carrier Corp.—Two men have been 
appointed to new positions with the 
research and development division. 
Dr. John S. Burlew will direct re- 
search. And Dr. Dewey J. Sandell 
will be director of development. 


Channel Master Corp.—Two new 
district sales managers have been 
named to handle distributor ac- 
counts in the company’s north- 
eastern and southwestern sales ter- 
ritories. Norman _ Stanford will 
cover Maine, Vermont, Central and 
Northern New Hampshire, eastern 
Massachusetts, Quebec, eastern On- 
tario and the Maritime Provinces. 
Paul Myhand will handle Okla- 
homa, Nex Mexico, Arkansas and 
West Texas. 


Chrysler Airtemp—Two men have 
been promoted at the division of 
Chrysler Corp. In the package heat- 
ing and cooling department, Harry 
P. Young is the new manager of 
sales planning, residential products. 
And in the north Atlantic district 
of the applied machinery and sys- 
tems department, Joseph B. Mulé 
is the supervising district manager. 


Landers Frary & Clark—Three men 
have been appointed to new posi- 
tions with the New Britain, Conn., 
manufacturer. Rex C. Wilson is 
chief research engineer, responsible 
for research and advanced engi- 
neering of all products in the Uni- 
versal home appliance line. Roland 
J. Fernekes is manager of manufac- 
turing engineering, handling meth- 
ods, equipment, time study and 
plant layout. And Leland C. Shar- 
ron, also in the manufacturing en- 
gineering division, will be respon- 
sible for coordinating all tool mak- 


W. Gassaway R. A. Lewane 
Hamilton Beach Hamilton Beach 


The Siegler Corp.—Kimberly C. 
Hallamore, has been appointed to 
head the company’s new corporate 
office in Washington, D. C. He has 
been sales manager of technical 
products and closed circuit televi- 
sion for the Hallamore division. 


Whirlpool Corp.—H. Thomas Stroop 
has been named sales manager for 
gas refrigerators, a new position. 
He has been sales supervisor, refrig- 
eration division. 


Chattanooga Royal Co.—A. Cave 
Richardson has joined the heating 
and air conditioning equipment and 
portable charcoal grill manufac- 
turer in an executive capacity. He 
has been with Combustion Engi- 
neering, Inc., Chattanooga, for 32 
years. 


Zenith Sales Corp.—Julian E. Shel- 
ton has joined the company as dis- 
trict sales representative in a ter- 
ritory including the distributing 
points of St. Louis, Des Moines, 
Terre Haute, Indianapolis and 
Omaha. He has over 25 years of 
sales experience. 


Hamilton Beach, a division of Sco- 
vill Manufacturing Co.—Three men 
have been named to new positions 
in line with the company’s long- 
range expansion program. Clarence 
J. Piemeisl, former sales manager, is 
the new assistant general manager. 
He will coordinate all activities of 
the division that concern contract 
manufacturing, in addition to his 
other responsibilities. William B. 
Gassaway, former advertising and 
sales promotion manager, is the new 
sales manager. And Roy A. Lewane, 
former assistant, is now the adver- 


The reason for our fast delivery is automated order 
filling. The stock of thousands of replacement parts for ing and tool designing. tising manager. 
RCA WHIRLPOOL home appliances is controlled by IBM- 
RAMAC, an advanced electronic system which makes “‘im- 
possible” shipping schedules a reality. 





This means more complete distributor inventories . . 
and quick, sure deliveries to service people of needed 
replacement parts for RCA WHIRLPOOL appliances. It is 
another example of Whirlpool’s dedication to providing 
the best possible service to servicemen. 


Fast delivery and highest quality parts . . . wouldn’t 
you say that’s a pretty good combination? Next time, 
order FsP! 


Factory Specification Parts for 


i) Whirlpool, tome sppuances 


meet the toughest specifications in the industry 


Gets Pin for 17 Years of Service 
Service Division, WHIRLPOOL CORPORATION, St. Joseph, Michigan WENDELL C. DAVIS, president of Cribben and Sexton Co., Chicago, receives a 


Use of trademarks G@ and RCA authorized by trodemerk owner Regio Corporation of Amesice service pin from Bertram Given, left, president of Waste King, parent company. 
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ING HISTORY AND MONEY 
FOR HAMILTON DRYER DEALERS 


Powerful ‘‘Factory to You”’ selling wrapped up in a low-cost promotion package. That’s the story of the 
Hamilton Dryerama! @ It’s been pilot-tested and proved a top sales-builder. Now it’s touring the 
country . . . ready to come to town and make your store ‘‘Dryer Headquarters.’’ @ Write now fo be sure 


you’re scheduled for the Hamilton Dryerama . . . Hamilton’s big Golden Promotion opportunity for you ! 


another truckload of 


PARK THIS HAMILTON DRYERS 


PROFIT-MAKER 
IN FRONT OF 
YOUR STORE 





For details— Mail Coupon Now! 


eae ar ee ee 0 


HAMILTON MFG. CO. : 
Sales Promotion Dept., Two Rivers, Wis. 


RUSH ORDER: Send complete details (including Dryerama Promo- 
tion Kit) on how | can organize a Hamilton DRYERAMA GOLDEN 
PROFIT promotion for my store. 


Zone. ..State 
[ ] We're interested 


SFLoamtlLtore. YOUR GOLDEN PROFIT LINE 


AUTOMATIC WASHERS * AUTOMATIC CLOTHES DRYERS * HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WIS. 
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DISTRIBUTOR NEWS 


A new company has been formed to 
handle the wholesale distribution of 
heating and air condit‘oning equip- 
ment for the York Corp. Steel City 
Wholesalers of Birmingham will op- 
erate in Alabama, northwest Flor- 
ida. 


Harold W. Burdekin has been ap- 
pointed manager of dealers sales of 
General Electric’s major appliance 
sales and distribution department’s 
northwest district. Headquarters: 
Seattle. 


Household Appliances Corp. of New- 
ark, N.J., is launching a campaign 
ior Blackstone home laundry equip- 
ment. The wholesale distributing 
company is starting a new fran- 
chise program based on selected 


dealers in New Jersey, Staten Island. 


A new company to act as manufac- 
turers’ representative, John Hayes 
& Co., has been formed. Hayes 
plans to sell consumer durables 
through distributors in the building 
supply, houseware and appliance 
fields in Chicago. 


Distributor sales of the home prod- 
ucts division of Packard Bell Elec- 
tronics Corp. jumped 70% for the 
week ending March 12 as compared 
with sales for the same period a 
year ago. The company attributed 
increase to its new stereophonic line. 


John O. Doxsee Co., manufacturers’ 
rep. from Kansas City, Mo., has 
added a partner, Wes Brient, for- 
mer national sales manager of the 
commercial division of O. A. Sutton. 


Kaemper & Barrett of San Francis- 
co have opened a new branch in 
Sacramento. The facilities should be 
operating by next week. 








DISTRIBUTOR 
APPOINTMENTS 


ADMIKAL CORP.—Ott-Heiskell 
Co., Wheeling, W. Va., for all 
products in newly created ter- 
ritory in northern West Vir- 
ginia, eastern Ohio. 


AMERICAN GELOSO ELECTRON- 
ICS, INC.—Fred Wamble Sales 
Co., Montgomery, Ala.; Robert 
S. Reiss Associates, West Haven, 
Conn.; J. F. Anderson, Alex- 
andria, Va.; E. L. Park, South- 
ampton, Pa. (as manufacturer 
reps). 
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Bruce Duncan, Seattle, is the type of Frigidaire dealer who puts a lot of 
emphasis on service. He has 5 servicemen full time in his shop. He’s also 
a 3-store dealer! That means business is pretty good. In fact, Bruce says— 


“My business has grown 3712 times!” 


“From a 4-figure original investment, I’ve expanded to 6-figures in 


just 5 short years! Without doubt, Frigidaire Authorized Service is the main reason. 


My people, trained at the General Motors Training Center, service appliances 


right on their first call—that kind of treatment keeps customers loyal.” 


Frigidaire trains its dealers’ service people free at 29 fully 


equipped General Motors Training Centers, coast to 
coast. Continuous courses in over 29 subjects help deal- 
ers build business through Frigidaire Authorized Service! 
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CASWELL SPEARE 
HARRY C. HAHN 


PUBLISHER 


ADVERTISING SALES 

MANAGER 
WAYNE SMITH PROMOTION AND 
CIRCULATION MANAGER 


PETER HUGHES PRODUCTION MANAGER 


MARIE RESTAINO PRODUCTION 
ASSISTANT 


DISTRICT MANAGERS 


NEW YORK WARREN S. ACKERMAN 
H. WILLIAM DAVIS 

500 Fifth Avenue, New York 36, N. Y. 
OX. 5-5959 


ATLANTA WILLIAM O. CRANK 
1301 Rhodes-Haverty Building, Atlanta 3, Ga. 
JA. 3-695! 


DALE R. BAUER 
EDWARD J. BRENNAN 
520 N. Michigan Avenue, Chicago II, Ill. 
MO. 4-5800 


CLEVELAND ROBERT J. SCANNELL 
55 Public Square, Cleveland 13, Ohio 
SU. 1-7000 


DALLAS F. E. HOLLAND 
1712 Commercial Street, Dallas |, Tex. 
RI. 7-5117 


LOS ANGELES RUSSELL H. ANTLES 
1125 West Sixth, Los Angeles 17, Cal. 
HU. 2-5450 


CHICAGO 


SAN FRANCISCO THOMAS H. CARMODY 
SCOTT HUBBARD 

68 Post Street, San Francisco 4, Cal. 
DO. 2-4600 
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COMPLETE HIGH-FIDELITY STEREO SYSTEM! 
DELUXE AM-FM TUNER! 

e V-M FINE-FURNITURE STYLING! 

e PACKED WITH PROVEN SELLING FEATURES! 


ANOTHER 


Yes, here's the console you've been asking for! 
As with the publicly acclaimed V-M Model 815, only the choicest of spe- 
cially selected, highest-grade hard woods have been used in the distinctive 
cabinetry of the magnificent V-M Model 915. Finished in Genuine, full- 
bodied, hand-rubbed Cherry, it is a delight to behold in the most tasteful 
living or music room . . . a joy to demonstrate and sell in your showroom! 


G E E | Ty HERE ARE THE QUALITY FEATURES YOU SELL! 
e Superb AM-FM Tuner 
ST FE LY EO Exclusive V-M ‘Stere-O-Matic’™™ 4-Speed Automatic Record Changer 
Plays both stereo and monophonic records—all speeds, sizes 
e Dual-Channel Amplifier System—Total Power Output: 40 watts (peak) 
20 watts (peak) each channel 
RA [) O ee) N S O = F— V-M MODEL 915 $ 37925 «ist 


V-M MODEL 815 (without Radio Tuner) $27Q25 «ist 


MODEL 915 yale) eae tae 


Present monophonic records sound even better! 


Complete controls—exclusive V-M ‘tone-o-matic’ Loudness, Balance 
and Separate Bass and Treble Controls 


*Slightly Higher West 
the woic e 


V-M CORPORATION e BENTON HARBOR, MICHIGAN e WORLD FAMOUS FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 
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IF IT’S NEW STYLING YOU WANT 
in room air conditioners, take a look at the lustrous gleam 
of the Chrysler line for ’60. The new Golden Grille, the 
slim, trim design—they’re the work of master stylists. And 
they’re tantalizing bait that will land you many a customer. 
Want more proof your future lies with Chrysler? Send for 
the booklet, ‘It will pay you to take a long look ahead 
... with Chrysler Airtemp.”’ 









Own a Dodge Dart for a Dollar! Your Chrysler 
Air Conditioner Distributor has the details! 





HRYSLER 


AIRTEMP 


4 
> 








Airtemp Division, Chrysler Corporation, Dept. P-30C, Dayton 1, Ohio 
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TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 





during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 
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STOCKS AND DIVIDENDS 1959-1960 CLOSE | CLOSE NET 

IN DOLLARS HIGH LOW |MAR. 14] MAR. 21| CHANGE 
NEW YORK EXCHANGE 
Admiral 29\/2 17 19% 19%, — % 
American Motors | 28% 22'/4 23% 22'/2 — ik 
Arvin Ind. | 36g 21% 22" 23 > * 
Borg Warner 2 48!/, 37% 39% 40\/ gee 
Carrier 1.60 48!/, 32", 32% 32% + % 
CBS 1.408 4844 35 37% 37% + % 
Chrysler | 725% 505% 5i%, 52¥% +  % 
Decca Records I1XD 245 17 21 249g + 3% 
Emerson Electric | 393%, 33 37 36'/, — % 
Emerson Radio .50F 26%, 12'/g 14, 13% — 
Fedders | 22\/, 16!/2 18 18l/, + V4 
General Dy. 2 66!/2 42, 44y, 44!/, — 
General Elec. 2 997g 74 87 87'/, + 
General Motors 2 587/, 4354 441/, 45'/, + 
General Tele. 2.20 85!/, 73% 74'/2 +. > 
Hoffman Elec. .60 37 22% 26!/, 26 — k 
Hupp CP. IAF 13%, 5, 12%, 12% - Yo 
Magnavox | 40% 31% 36 35% — 
Maytag 2A 44\/, 32\/4 38!/, 38\/4 — “% 
McGraw-Edison 1.40 483, 37\/4 43! 42% — I% 
Minn. Mining & Mfg. 1.60 18634 It 175% 178'/4 + 2, 
Montgomery Ward 2 53'/2 40!,, 44 46\/, + 2h 
Monarch 1.20 24 145 14% 145 — 
Motor Wheel | 23% 16 isl, isl, — 
Motorola 1!/2 177 57'/2 157!/, 153% — 3% 
Murray CP 31% 24% 25!/, 25/2 — 
Philco 4G 36% 21 347, 33!/5 aneeg | 
R.C.A. 1B 73% 43'/g 65! 66/4 * = 
Raytheon 2.37T 73% 41%, 43%, 44\/, sce 
Rheem .60 30!/g 17% 22 22%, + Vg 
Ronson .60 14% 10 10/4 10 — Y% 
Roper GD 34 15%, 17 16'/ — ' 
Schick 17% 12 13% 145% + 
Siegler Corp. .10E 45/, 23'/g 344, 37 + 2%, 
Smith A. O. 1.60A 64 38% 40!/2 41\, , ae 
Sunbeam 1.40A 67 50 57%, say, | + % 
Welbilt .10G 8'/g 3% 6 6 —_ 
Westinghouse 1.20 57'/4 45'/2 49/2 49% | + 
Whirlpool 1.40 39, 27', 29 29 Bes 
Zenith 1.60 136% 87\/, 98!/, | 100 + I, 
AMERICAN EXCHANGE 
Casco Pd. .30G 9%, 455 7g 8%, + 1% 
Century Elec. '/ aA 8%, 83% 9 pata 
Du Mont Lab. 9%, 6 7 7% + > 
Herold Rad. 12/g 5) 6% 5%, — 
lronrite .20 8%, 5V/, 1/4 7% | + Ip 
Lamb. Ind. 64, 3'/g 5%, 5%, + Vg 
Muntz TV 7% 1% 4¥, 5% + 1% 
National Presto 13/4 10!/g 11 12 + Ih 
Silex 10!/g 2%, 4 6 = 
MIDWEST EXCHANGE 
Knapp-Monarch 4%, 4%, | — 
Trav-ler Radio ‘sie — 3 8 | — 
Webcor —_ _ 11%, 10% | — % 














A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1958, estimated cash 
value on ex-dividend or ex-distribution date. 


ANALYSIS: An uneventful week 


of trading produced no new changes 





Decca was the leader among the 52 
with its increase. Minn M&M and 


in the stock picture. EM Week’s 52 
key stocks showed an overall gain 
of % pt. and the average now rests 
at 35%4. Decca Records, on the 
strength of a turnover of 40,600 
shares, showed its greatest gain in 
months with an increase of 3%. 


Mont. Ward, at plus 24%, were next, 
while Motorola, in dropping 3%, 
showed the greatest decline. Trad- 
ing generally was light. Only 10 
issues showed gains or losses that 
went above one point. Carrier and 
Century Elec. registered new lows. 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TY index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
(Smillions) 


CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
($ millions) 


FAILURES 
of appliance-radio-TY dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($_ billions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 — 100) 


EMPLOYMENT 
(thousands) 





LATEST | Preceding 
MONTH MONTH 
135 127 
18.1 17.4 
341 333 
289 295 
32 31 
76.6 75.9 
147.9°*| =: 145.9°* 
19.04 18.9 + 
340.6+) 335.14 
23.6 + 21.9 + 
125.4 125.5 
64,520 64,020 62, 








YEAR 
AGO 


109 


17.4 


331 


288 


25 


94.5 


135.4°* 


17.8 + 


322.9 + 


27.7 + 


123.8 


122 





THE YEAR 
SO FAR 


23.8% up* 
(Dec. 1959 vs. 
Dec. 1958) 
4.0% up 
(Jon. 1960 vs. 
Jon. 1959) 
3.0% up 
(Jon. 1960 vs. 
Jon. 1959) 
0.3% up 
(Jon. 1960 vs. 
Jon. 1959) 


28.0% more 
(Feb. 1960 vs. 
Feb. 1959) 
18.9% less 
(Feb. 1960 vs. 
Feb. 1959) 


9.2% up 


6.7% up 
(4th gtr. 1959 
vs. 4th qtr. 1958) 


55% up 
(4th qtr. 1959 
ys. 4th gtr. 1958) 
0.4% down 
(4th gtr. 1959 
vs. 4th gtr. 1958) 
1.2% up 
(Jan. 1960 vs. 
Jon. 1959) 
2.8% up 
(Feb. 1960 vs. 
Feb. 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960. 
**Figures are for the week ending March 19, 1960 and preceding week (revised). 


+Figures are for quarters 


++Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 


ments of 18 key products. New figures this week are shown in 


bold-face type. 


ROOM AIR CONDITIONERS... 


reer: ......... 
Daemons, 6S : 
PHONOGRAPHS, Monourdl. 





RADIOS, Home-Portable-Clock 
(production) 


RADIOS, Automobile (production) _..... 


TELEVISION (production) 0. 


vO 
RANGES, Electric—Stondard. 
Built-in 
RANGES, Gas—Standard 
Built-in 

VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, Electric (Storage) 
WATER HEATERS, Gas (Storage) 





Jon. 
Jon. 
Jon. 
Jon. 
Jon. 
Jon. 
Jon. 
Jon. 
Jon. 


Week Mar. 11 
10 Weeks 


Week Mar. 11 
10 Weeks 


Week Mar. 11 
10 Weeks 


Jon. 
Jon. 
Jon. 
Jon. 
Jon. 
Jon. 


Jon. 


1960 
(Units) 


67,200 
37,200 
14,177 
37,426 
51,800 
53,200 
3,400 
118,400 


201,321 
1,963,374 


149,147 
1,499,947 


102,939 
1,236,818 


266,700 
67,400 
46,100 

110,100 
22,000 

258,330 

202,943 
51,622 
13,964 
48,700 

215,900 





341,329 ° 





1959 % 
(Units) Change 
NA: — 
35,800 + 3.1 

78,593 | — 5.62 
39,627 | — 5.55 
48,500 + 6.80 
78,800 | —32.49 
2,900} +17.24 
184,147 | —35.70 
177,336 | + +92.48 
167,340 | +20.3 
1,743,363 | +12.6 
109,019 | +368 
1,061,428 | +413 
96,702} + 6.4 
1,091,090 | = +4+13.3 
256,200 + 4.10 
79,200 |} —14.90 
41,600} +10.82 
129,400 |} —14.91 
19,300 + 13.99 
242,516} + 6.52 
222,893 | — 8.95 
64,598 | —20.09 
16,922 | —17.48 
62,700 | —22.33 
266,200 | —18.89 








N. A. Not Available 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 











FIGURES OF THE WEEK e 29 




















IF IT’S COOPERATION YOU WANT 
in selling room air conditioners, see the guy from Chrysler. 
Your local Chrysler Distributor understands your sales 
problems—and he’s eager and willing to help you solve 
them. He’s not bashful about the Co-op Fund (one of the 
best in the business). And he’ll do almost anything to get 
you customers, short of kidnapping. Want more proof your 
future lies with Chrysler? Send for the booklet, ‘It will pay 
you to take a long look ahead .. . with Chrysler Airtemp.” 


Own a Dodge Dart for a Dollar! Your Chrysler 
Air Conditioner Distributor has the details! 


HRYS LER 


AIRTEMP 


> 
,> 





Airtemp Division, Chrysler Corporation, Dept. P-30C, Dayton 1, Ohio 
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oneness” «6 HOW SS BUSINESS? 
° Here’s the answer for 28 key markets which 
Substantial stock interests in the cover 18% of the U.S. buying public. Based on flash reports of dealer 
Jerrold Electronics Corp. have been ‘ig tee 5 er : : 
acquired by Jon L. Loeb, senior sales in the areas served by these utilities, the chart provides you with 
aged oe ae apesggoos ype an authentic, timely index of retail sales. It's an ELECTRICAL MER.- 
o., and Jac rather, head o e ‘ ' : Re , 
Jack Wrather Organization, Bever- CHANDISING WEEK exclusive. 
ly Hills. Loeb bought 322,000 com- Sab 
mon shares; Wrather has an option January 1960 vs. January 1959 = 00 
to buy 222,000. Electric Room Air 
Refrig- Electric Water Clothes Dish- Condi- 
Sales and earnings for Norris- erators Freezers Ranges Heaters Washers Dryers Washers _tioners av 
Thermador Corp. so far this year IN THE EAST 
point to a record year for the manu- United Illuminating Co. +2 +22 +2 + 1 —11 +30 + 67 +257 -— 3 
facturer, Board Chairman K. T. 
Norris told a meeting of the Los N. Y. State Elec. & Gas Corp. — 1 +33 +23 —21 +10 + 8 0S = # 
Angeles Society of Security Ana- : 
lysts. He estimated sales for the fis- Jersey Central Power & Light +18 +1 +11 + 8 +17 + 8 + 30 — 47 +12 
cal year, ending July 31, 1960, 
would be at least 10% above last New Jersey Power & Light Co. +2 +43 +24 +43 —-12 +19 + s-2 -4 
year’s net sales of $36,444,922. 
Philadelphia Elec. Assoc. +5 +40 —20 PE a. A, Te + 37 + 12 +5 
Profit-sharing fund members at 
y Motorola will realize an average in- Pennsylvania Electric Co. +8 +36 — 7 +3 +7 +3 a oe a 
crease of 51 cents an hour over their 
regular wages as a result of that West Penn Power Co. +7 +16 +19 +23 +7 +421 + 28 — 67 +14 
fund’s record growth in 1959. The 
fund reached $45,042,958 last year, a IN THE MIDWEST 
27% increase over 1958. Motorola Dayton Power & Light Co. —-15 + 4 —20 ep) ee ee ae ie eae ee 
contributed $5,147,133 from its : 
profits and the fund earned an ad- Central Illinois Public Service +11 + 3 —10 Me 7 Re. Sy, a es 
ditional $5,297,227. 
Commonwealth Edison Co. * + 5 ¢) Tees, To soe —- 5 +143 : 
Distributor to dealer movement of 
Admiral TV receivers in the first Kansas Gas & Electric Co. +13 +40 — 6 +31 - 6 -—T11 +36 —- 4 + 6 
two months of 1960 was 37% high- 
er than in the comparable period of Kansas Power & Light Co. | ae 7 e.  -Se: ee i i ae eae ee 
1959, according to Ross D. Siragusa 
Jr., vice president of the electronics Nebraska-Iowa Elec. Council —14 —-10 +15 — ee. “1. “20 - 5 +16 ++ 4 
division Admiral Sales Corp. The 
figure compares with an industry IN THE SOUTH 
increase of 13%. Kentucky Utilities Co. +15 +46 +11 +10 —-39 — 3 + 16 +480 + 6 
Sales last month at Kelvinator in- Chattanooga Elec. Power Bd. +10 —-18 +447 +20 -—24 -—30 +240 -—- 4 — 3 
creased neariv 13.5% over the same 
period a year ago. This marked the Nashville Elec. Service +24 +10 + 9 + 6 2. == ae " ” a 
fifteenth consecutive month in 
which dealer billings have shown an Florida Power & Light Co. =27 -aeas - 05 —41 -—-18 +33 +111 + #1 +70 
increase over those of the same 
month the year before. Leaders: Florida Power Corp. —4 +5 8 —-17 -—-24 +9 + 16—- 7 +2 
Automatic washers, up 51%; clothes 
dryers, up 42%; refrigerators, up Tampa Electric Co. +3 —10 —26 +9 +12 —33 + 7 + 36 —18 
more than 10%. 
IN THE SOUTHWEST 
At Gibson, February sales of appli- Dallas Power & Light Co. * * * * * * * * * 
ances were 42% ahead of last Feb- 
ruary. That marks the 20th conse- Gulf States Utilities Co. . * +17 +15 * +14 : ” . 
cutive month in which sales exceed- 
ed the same month of the previous El Paso Electric Co. =—3o (2). —45 : ae +74 — 4 +7 
year, according to Charles J. Gib- 
son Jr., president. One leader: Food Southwestern Electric Power +16 +17 + 3 + 86 e 2 6 +13 + 93 -— 5 
freezers, which showed a 48% gain 
in the face of industry decline, New Orleans Public Service —- 4 —20 +51 oj UO oe +16 + 44 —-11 
noted W. C. Conley, vice president 
in charge of sales. IN THE WEST 
Idaho Power Co. +16 +21 + 4 —-13 +2 —4 . i$ . 
FINANCIAL REPORTS Pacific Gas & Electric Co. 
Borg-Warner Corp.—Sales for the Pacific Power & Light Co. 
year ended Dec. 31, 1959, $649,896,- 
847, a 21.9% gain over $533,033,188; Washington Water Power Co. —22 —46 — 7 = =e. = 2p + 6 + 22 —27 
net earnings, $39,310,778 or $4.36 a ; 
share, against $21,135,260, or $2.34 NATIONAL 
a share in 1958. Divisional sales Jan. 1960 vs. Jan. 1959 +1 +23 -— 3 ee Oe ee + 28 + 17 + 6 
were: Norge up 29%; York up 20%. %*NOT AVAILABLE 
The Coleman —— — 





Co., Ine.—Sales for 
1959, $41,257,335, compared with 
$35,729,726 in 1958; net profits, 
$1,353,833, or $2.17 a share of com- 
mon, compared with $769,257, or 
$1.19 a 1958. Both per 
share earnings figures are stated on 
a basis of 599,925 shares of common 
stock outstanding 








share in 






















































in 1959, $46,359,832, compared with 
$1,990,- 
165, or $1.31 per share, compared 


$39,544,064; net earnings, 
with $1,712,509, or $1.15, in 1958. 


Lux Clock Manufacturing Co. 


Sales for 1959, $8,103,877, compared 








with $471,000, or $1.73 a 


The Siegler Corp.—Sales for the six 
1959, $45,- 
059,831, compared with $41,167,719 
for the same period in 1958; earn- 
ings for the 1959 period, $1,758,878, 


months ended Dec. 31, 


share. 


629,613, or $3.82 


a share, compared 


with $40,346,940, or $3.74 a share, 


in 1958. 


Telectro Industries Corp.—Net sales, 
$5,160,434, compared with $3,195,- 
269 in 1958; net income, $177,320, 


with $6,084,599 the year before; or $1,07 per common share, com- or 30 cents a share, compared with 
Connecticut Light & Power Co. profit, $209,848, compared with a pared with $1,231,661, or 80 cents, $31,837, or 5 cents a share—com- 
Revenue for gas and electric sales net loss of $53,656 in 1958. for 1958. bined figures for Telectro and its 
in 1959, $84,408,908; net income be- consumer sales subsidiary, Telec- 
fore dividends, $13,564,343, com- Porter-Cable Machine Co.—1959 Southern California Edison Co.— trosonic Corp. (The combined in- 
pared with $12,708,892 in 1958. sales $14,416,000, compared with Gross revenue for 1959, $281,763,- come figures include Telectro’s en- 

$12,349,000 in 1958; profit, $625,- 942, up $25,520,680 from that in tire fiscal year income, and Telec- 
Hoffman Electronics Corp.—Sales 400, or $2.15 a share, compared 1958; consolidated net income, $43,- trosonic’s income for eight months.) 
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Patience 
...please | 


Demand for RCA WHIRLPOOL dishwashers 
has created a temporary shortage... 

but we're going all out to help you 
Satisfy your customers 

























When introducing the new RCA WHIRLPOOL dishwasher, we knew it 
was so effective that dishes would come out “crystal-clean” every 
time . . . so efficient that scraping and pre-rinsing would be unnecessary 
. .. So dependable that servicing would be held to a meager minimum. 


But we didn’t know that public approval would be so unanimous, 
that consumer demand would be so tremendous. 





Orders have been multiplying like magic . . . taxing our production 
capacity to the limit. However, we will not take any short-cuts to 
step up production at the expense of quality. But time and precision 
efforts are being doubled to boost volume. In fact, we are doing 
everything possible to help you meet ever-increasing consumer de- 
mands... and boost your profits as well. 


So please have patience. Realizing the superiority of RCA WHIRLPOOL 
dishwashers, most housewives can be convinced that the best is worth 
waiting for. We promise to fill all orders as fast as humanly and 
mechanically possible. 


Join up! ...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Your family will love our family of home appliances 


ELECTRICAL MERCHANDISING WEEK 


Avalanche 19 
is Rolling! 


The first 19 inch Portable "LV isan unqualified success! Dealers from 
coast to coast acclaim it the most exciting Portable TV ever! Something NEW to sell—and, again, only 
Admiral has it! First with the 23’s, Admiral is first again with Wide-Angle 19” TV! Get in on the 


Admiral Avalanche of local and national ads, beginning April 7! Call your Admiral distributor now! 





New Remote Control 
19 inch Portable TV 


Wireless Super SON-R does what others only pretend 
to do! Not only turns TV on, changes channels and 
adjusts the volume—also turns TV really off! No tubes 
are left burning inside the set! Admiral Quality 19” 
SON-R TV is available in five rich finishes. The Diplomat: 
PS19J160 Series in charcoal, mahogany or blonde oak 
finishes. The Aristocrat: PS19J170 Series in leather-look 
grains of white or tan. 











New Thin Man’ 
19 inch Portable TV 


New picture size! New picture shape! New picture qual- 
ity! Big, movie-square 19” TV in a cabinet as slim and 
compact as ordinary 17’s! Styled like the finest luggage. 
Only 1214 inches thin. Super-powered quality chassis. 
Handy top tuning. Full-range FM sound. The Custom: 
PL19J130 Series in white with brown, green or yellow 
finishes. The Executive: PL19J140 Series in beautiful 
leather-look grains of charcoal, white or tan. 

















MIRAL AVALANCHE 
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